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Holmes & Edwards 


revolutionizes the industry 





next month... 


Mold your fire! 
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Baaney qo  Piamonds 


Right in the heart of the European market we 
have our own offices constantly combing 
the markets to bring you the best values 
in fancy cut diamonds available. That is 
why hard to find diamonds are always in 
stock at William Levine with prices that 
defy competition. Marquises, emerald 
cuts, pear shapes, triangular cuts and 
heart shapes...all colors every quality 

in the sizes you want, to be shipped 


to you on memo at once. 





tte ‘ + 
William Levine Company 
IMPORTERS AND CUTTERS OF FINE DIAMONDS 


29 East Madison Street ° Phone CEntral 6-3700 ° Chicago 2, Illinois 


Branch Offices: New York ° Antwerp 
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THE COVER 


The Last Two Feet is your counter— 
but that's only the beginning of the 
story. It's the crucial point of your 
entire business life, the arena where 
your battle for profits is won or lost. 
And you don't stand there alone. 
Every manufacturer works with you 
—through his advertising, promo- 
tional aids, consumer literature, at- 
tractive packaging. For the signifi- 
cance of The Last Two Feet, turn to 
the series of articles beginning on 
poge 68. 


om @ am 
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You can hardly blame the girl for being impatient. She and her fiance have already 
selected the Duet Custom Set mounting and the center diamond. (This 
diamond costs a bit more than the others the jeweler originally showed 

her, but it looked so much better.) Now, the dealer said he would set it in less 
than | minute... but what normal warm-blooded girl can patiently wait even 
that ‘ong for her engagement ring? 


Gul Custom Opt " the diamond-saver ring 


@ SET CENTER STONES in seconds WITHOUT PREVIOUS EXPERIENCE. 

@® MAKE ON-THE-SPOT REMOUNT SALES. 

@ SHOW A LARGER SELECTION OF STYLES and at the same time SAVE EXPENSIVE 
DIAMOND INVENTORIES. 






Write today for full perticulars and the name of your nearest distributor. 


KUSHNER & P INES, INC. 15 West 47th Street, New York 36, N. Y. 


* Pot. Pend. 
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R. F. Simmons’ new Silver Star tray. 


Six handsome Simmons’ men’s sets in Sterling 





Silver. attractively packaged and displayed 
in their own tray. Sets shown 87.50 ‘ 
keystone. Yes, the Silver Star tray is all ready for ’ 


your display case — and ready for sales, 


#4 Silver Star Tray — Shown 


(left to right) 


* 
1 — MSS 54 $7.50 
RF. Simon CO. nme on 


ATTLEBORO, MASS. digs eg yc 


1— MSS 154 7.50 

MAKERS OF QUALITY GOLD FILLED JEWELRY FOR OVER 6O YEARS 
SOLO THROUGH A SELECTED LIST OF WHOLESALE JEWELERS 1 — MSS 2444 7.50 
Canedian Distributor; JACK W. LEES, 44 King St. West, Toronto, Ont. 1 — MSS 1824-2 7.50 
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KARLAN & BLEICHER’S Pe 4 Creat New 
| 








4 small diamonds set 
beneath the center diamond 
to amplify it to almost 
twice its actual 
size and brilliance! 


Available in a tremendous selection of movunt- 
ings, both conventional and lock sets as well os 
men’s rings, this remarkable, new setting takes 
center diamonds from 8-pointers to 35 points. See 
the remarkable effect and you'll learn why 
Stellate’’ is doing a job of selling diamonds 


NEW COMPREHENSIVE 
MAT SERVICE Oy 


Marvelous collection of complete, ready-to-sched 


vie newspaper ads with diversified appeals, along > 
! cP 
with o large assortment of individual product mats ae ; 
now available in one big mat book Retailers, CENTER 


contact your wholesaler for this free mat book é 


w, ‘ 
"4 rHest we 





(re ato) .. De. Lgne is and 


EP 


Manutactiurers (iT od ad ytect Ring Finding 


E DLEIHERL 


136 W.52nd ST., NEW YORK 19, N.Y 
OFFICES IN CHICAGO AND LOS ANGELES 
STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO 


DIAMOND SETTINGS 
are the talk 
Of the Jewelry Industry! 


hd 








10, 1}, or 12 melee ingeniously 
surround the center diamond to create 
the illusion of four times the actual 
weight and about twice the spread. 
Everyone who has seen the effect is 
enthusiastic about ‘Spectaculight’’! 





toons LE 


fais OLAMOND 











At every level of diamond 
merchandising, manufactur. 
er's, wholesaler's, retailer's, 
there's excitement about these 
wonderful new ways of mak- 
ing Giamonds look more de- 
sirable! We are pleased to 
again have occasion to say to 
the Industry, “Leadership is 
what you have a right to ex- 
pect from Karlan & Bleicher.” 





No. 195/4706 (Engagement 
ring) 


No 45/4706 (Wedding ring) 





No. 192/4991/13 (Engagement 
ring). Me. 4591/13 (Wedding 
ring). 02 te 03 pt. melee 


Moan 4 ming No 9073/ 20} 1/4 











“SOMETHING 


~ FOR NOTHING” 
Is NOT IMPOSSIBLE 


3 BREATHTAKING 








ensemble 
The Ensemble Contains: 





2 Boxed Sets at $5.95 

3 Boxed Sets at 6.95 

the gayest, smartest 3 Boxed Sets at 7.95 
collection of style-wise 1 Boxed Set ot 8.95 
jewelry to launch Your 1 Boxed Set at 9.95 
Spring burst of Sales TOTAL RETAIL VALUE: $84.45 
and Profits! eee eaee 


Your Profit: $48.45 


Each piece of the Spring Sym. 
phony Ensemble is individually 
packaged in this beautifully dec. 


».. here ‘elg= ( s wl PLUS he a8 case. The exquisite pais- 
Eas design is color- 
FREE agg for YOU a 


incentive. 























7 YOURS FREE 
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NOT JUST IN THE SPRING BUT Ali 
YEAR LONG, DUANE GIVES YOU THESE 
PROFIT-MAKING 


“PLUS FACTORS” 
AHEAD-OF-THE-PACK STYLING 
DEPENDABILITY FOR ‘SALES’ 
NATIONALLY ADVERTISED 
A LINE THAT IS “SERVICED” 
HOLLYWOOD ‘’TIE-INS”’ 


FREE NEWSPAPER MATS 
UPON REQUEST 





Complete color brochure on the above 
“Spring Symphony” is in the mail. If you 
haven't received your copy write to: 


ASK YOUR WHOLESALER FOR THIS GREAT GIFT VALUE 
from DUANE JEWELS CO., INC. 861 BROAD ST. + PROVIDENCE 7, R. |. 
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A complete service for 
the manufacturm¢g jeweler 


with the following items available in 10% lIridium-Platinum, Jewelry Palladium & Karat Gold 


Illusion Settings i) Tiffany Settings Wy 


Wedding Ring Blanks Zz Ring Shanks a 


Ring Findings, Watch Case Blanks, Pins & Joints P 
Safety Catches ig Stone Plates, Bezels & Boxes, 











Gallery, Earring Findings, Alphabets & Numerals, 


Fraternal Emblems, Seamless Hollow Beads. 


Sheet & Wire ~ Seamless Tubing. 
Stone Gauges, Plating Solutions, Solders. 


Refining Scrap & Sweeps. 
































WE REALLY SOLD GOLD FILLED 


we'd heard about some pretty successful Gold Filled promotions, and we’d 


talked with some pretty smart jewelers. There seemed to be a growing interest in 
Gold Filled, so, this year, we made a real effort to trade up 
to Gold Filled. The results were phenomenal. 


*This is the jeweler who stocked, disployed and sold Gold Filled. Was it you? 
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INDIVIDUAL SALES WERE UP 






we found just a little sales effort resulted in greatly 
increased Gold Filled sales. (National advertising is 
pre-selling the consumer.) And increased Gold Filled 


sales increased our average ticket. 


by featuring Gold Filled products, we bt» ilt 
our store traffic — increased our overall volume 


by better than 25%. 


PROFIT WAS UP 


55 








Gold Filled products gave us an opportunity for a 





higher mark up on a bigger sales volume. Our store 


profit was up considerably over last year — and the 








difference came from our greatly increased sales 


of Gold Filled items. 














we’re going to trade up to Gold Filled every month 
of the year. Just a little effort makes such a 


big difference — and the difference is in dollars! 


If you want help to sell more Gold Filled products write: 


GOLD FILLED MANUFACTURERS 
ASSOCIATION, ATTLEBORO, MASS. 


COOK, DUNBAR, SMITH CO. «+ E. WN. COOK PLATE CO. «+ GENERAL 
PLATE DIVISION — METALS AND CONTROLS + HORTON ANGELL CO 
IMPROVED SEAMLESS WIRE CO. + LEACH & GARNER CO 
D. £. MAKEPEACE DIVISION — UNION PLATE & WIRE CO 
1. STERN & CO., INC. « STANDARD METALS CORP. « A. T. WALL CO 
4. A. WILSON CO. INC. 
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What 40 million Amerwans are reading 


“LET YOUR JEWELER HELP YOU 


a 


The Watchmakers of Switzerland ad in the March issue of Reader’s 
Digest puts the spotlight on you and your store. That’s when 


40 million readers will learn about an exciting tdea—modern Swiss 





watches for work and for play are essential in our life today! 





This is a sales opportunity that matches the best of any industry. 


And this is how you can make it pay off... 


The exciting story of ingenious Swiss jeweled-lever watches is told in this phrase; 
but only you can tell and sell it to your customers. Your skill and experience 
with these modern miracles of time put you in the best position ever for increased 
traflic and profits. 


But you've got to show and explain these watches to your potential customers. Show 
how the selfwinding watch miraculously winds itself... how chronographs 
split and measure a second so many diflerent ways... how the Swiss developed 
a fascinating wrist alarm to keep customer's busy business dates. ‘These and 
many other exciting Swiss watch features provide the consumer need...Only 
you can provide the goods! 


A watch for work and for play is a perfect theme for a window display! With a few 
props and some of your modern Swiss jeweled-lever watches, your window 
will be a hearty invitation to everyone who passes by. More important, it'll plant 
the idea of a modern watch—and tell exactly where to buy it! 

For an in-store promotion, one of the best salesmen is Reader's Digest itself! When 
the March issue goes on sale, be sure to pick up enough copies for every counter 
and display case in your store, Just open each issue to the handsome, full-color 
ad of ‘The Watchmakers of Switzerland! It’s really your ad because it tells your 
customers you have the judgment and experience that assure finer purchases for 
them ...and, of course, aflord greater profits for you! Remember —modern times 


demand modern Swiss jeweled-lever watches—and modern salesmanship, too! 





Technical bulletins, repair aids and service information about 
the modern Swiss jeweled-lever special feature watches are 
available to you free. Just write The Watchmakers of Switzerland 
information Center Inc., 730 Fifth Avenue, New York 19. 
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FINDINGS 


No. YO elale ale 


VOI 


PROTECTED BY LETTERS PATENT 


B. A. BALLOU & CO 


61 PECK STREET 
PROVIDENCE 2, ®. | 


Lit 


The 
sensational 
Ballou 
rotor 
type 
safety 
catch 


originated 


especially 


for 
the 
costume 
jewelry 
trade. 
Suitable 
for 
hard 
soldering, 
No. 9OL 
designed 
for 
hot 


nickel, 
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COAST-TO- COAST 
REPRESENTATION . 


SHOWROOMS 
CHICAGO—Merchandise Mart 
NEW YORK —225 Fifth Avenue 
LOS ANGELES—Brack Shops 
DALLAS—Merchandise Mart 
MIAMI|—46 SE Eighth St 







be-jeweled 








Cully 








Imported porcelain figurines, 
alelale Mel -leelaehi-teM lam olals lime (ells 
elite Moliola @ielm@-11-1¢ lela -mm Rehat lie 
ly studded with twinkling rhine- 
stones for opulence. Size range 
from 4” to 9” tall, priced from 
$18 to $48 per dozen pairs. 


‘ 


, 
=) AS, on 
: 





;* 


WRITE FOR OUR CATALOG 





GEO. ZOLTAN LEFION, Imports 





All imports are shipped: 
F.O.B. Geo. Z. Lefton, Chicago Warehouse or 


F.O.B. Lefton-Pacific inc., Los Angeles Warehouse 








NEW YORK SHOWROOMS MAIN OFFICE and SHOWROOMS 
Suite 1129 1550 Merchandise Mart 


225 Fifth Avenue Chicago 54 











NEW rrom J-B 
MULTI-LEVEL 
VERCHANDISING 


A TOTALLY NEW IDEA IN WATCHBAND SELLING 


NATIONAL LEVEL Bert Parks on 
“Stop the Music”. . . reaching 15,000,000 
TV viewers in the United States and Canada 

.. and that means your customers who 
must come into your store to participate! 


PRODUCT LEVEL Most advanced designs 
anywhere .. . exciting fashion firsts . . . unusual 
combinations .. . new ideas, new product features 
. displayed in a fittingly wonderful new way! 


RETAIL LEVEL A com- 
plete kit . . . including every 
device that modern merchan- 
dising can offer... from “A” 
for Ad mats ... to “Z” for 
Zone-blanket mailings... 
scientifically keyed to make 
your major selling events a 
major success! 


CONSUMER LEVEL Displays for 

a ie | counter and window, pre-tested for customer 
JO" * | stop-and-sell power . . . compactly designed 
with the look of luxury, to be shown with 


ah 
YT 4 ae 
tM (t pride ... to do a big job in small space! 


Never before has any watchband manufacturer offered a program so complete... 
so keyed to your needs, No waste material, no gadgety gimmicks, Every part is 

ade to be used... is bound to help buile ine rut i ’ 
m de ' dt | ouild busin as. I ut it to work. Don't wait. JACOBY- BENDER, INC. 
Call your wholesaler now to see the exciting new J-B line... the exciting new J-B a a ee 
merchandising line-up. Make sure your J-B salesman visits you at once! meedeidn 17, tenn telend, 0. ¥ 
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Setting Sand Shanks 
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115-4 | Write for Fre 
~~) Write for Free Iilust illustrations 
y . of Various Styles 





















KARAT REFINERS & SMELTERS . JEWELERS 
GOLDS FOR HALF A CENTURY PALLADIUM 


For Best Results Send us your Sweeps, Filings and Scrap 


JOSEPH B. COOPER & SON Inc. 


25 West 47th St. © Phone JUDSON 2- 3095 © New York 19, N. Y. 
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Make it this easy... 


FOR PROSPECTS TO BUY From YOU 


One way to increase business is to have your 
advertising in the right place at the right time...in 
the ‘Yellow Pages’ of the telephone directory. 


It’s a sure, economical way for new customers 

to find you easily...and to remind old ones of you 
when they want the branded products 

and services you carry. 


























( Find Your 
Nearest Dealer 
in The 


‘Yellow Pages’ 














Advertisers of branded products ore using this 
emblem te tell prospects how te find their dealers. ee 
————7—_" 








For more information, get in touch with the Classified Telephone Directory Representative at your local Telephone Business Office. 
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oriental 


lizard 








Glamorous new “Fashion-Look” Display truly does 
justice to “Slim Lizard Links” Watch Bracelet. Order 
this exquisite compact display for your store, 


furnished free with your order for Speidel’s SL/6 Unit. 


(5 Yellow, 1 White) Your Cost of SL/6 Unit 
Your Selling Price (F.T.1.) 


$27.00 
59.70 
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ECCENTRIC 
MOTION 


a 
————_ ae 

The latest in a long line of SPEIDEL light and motion dis- 
plays! Twists and turns with ‘eccentric’ motion in every 


horizontal direction! A fabulous night-display because its 
lights catch the eyes of evening strollers! 


Personalized with your Store Name! 

Sells your store as the “Gift Headquarters” of your neighbor- 
(B) hood, the place to buy “Quality Watches”, the home of “Fine 

Diamonds” and the best place for “Expert Watch Repairing”! 

DISPLAYS AND SELLS SPEIDEL WATCHBANDS FOR YOU! 

Base lights up two ways 

1. Name “SPEIDEL” lights from behind. 

2. Holes at top of base flash lights on merchandise. 


PERSONALIZE your Store and Your display! a self- 
addressed order card is furnished with each RV/36 display to 
make it convenient and easy to order your personalized card for 
top of display. 

ORDER AS SPEIDEL’S RV/36 UNIT — Consists of 9 each of 
popular, fast-moving Ladies’ and Men's watchbands on display — 
and 9 each in individual boxes. 


Your Cost of RV/36 Unit $172.40 
Your Selling Price (F.1.!.) 389.20 
Display N/C 


THESE SMALL SPACE 





BRIGHT NEW 
WAY TO 
DISPLAY 

THESE 
PROVEN 
SALES 
MAKERS! 


ORDER AS LW/6 UNIT — Contains 2 


pcs. each of “Golden Harvest”, “Firelite’ and 
“Petti Point’. 


YOUR COST LW/6 UNIT . . $24.80 
YOUR SELLING PRICE(F.T.!.) . . 55.70 
er ) 6 —¢ poe se wo 4 N/C 
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NEW “RADIANT” 
DISPLAY 
SPARKS SALES 
FOR YOU! 


ORDER AS BF/6 UNIT — Contains 3 pes. 
each of “Ball of Fire” and “Black Magic”. 


YOUR COST BF/6 UNIT . $33.90 
YOUR SELLING PRICE (F.T/.) . . . 74.70 
9) i Se eR aa ge N/C 

















TAKERS CAN BE Bib SALES-MAKERS 











“BOLD-LOOK" 
DISPLAY 
GETS YOU 

MORE SALES 

FROM MALES! 


















A BRILLIANT DISPLAY FOR YOUR 
ORDER AS FL/6 UNIT — Contains 5 pes. MOST POPULAR LADIES’ BANDS! 


of “Pieces of Eight” and 1 pc. of “Masculink”. 















ORDER AS LA/9 UNIT 
YOUR COST OF FL/6 UNIT . . $35.10 


YOUR COST LA/9 UNIT... . . $44.75 
YOUR SELLING PRICE (F.T|.) . . 77.70 YOUR SELLING PRICE (FT). . . 99.55 
ay 4 ee MS fo 


























CATCHING ON 
LIKE WILDFIRE 
WITH MEN 
EVERYWHERE! 














a HANDSOME SETTING FOR THE 
ORDER AS LE/6 UNIT — Contains 6 pes. HANDSOMEST BANDS IN THE LAND! 


of “Leatha Elegance” — 2 Tan, 2 Cordovan, 2 


ORDER AS MN/9 UNIT Contains an 


Black. assortment of new smartly styled watchbands and 
proven sales makers. 

YOUR SELLING PRICE (FT!) . . 77.70 YOUR SELLING PRICE (F.T!).) . . . 103.55 

DISPLAY es a + eg as a a oe ae ets 

































TO INCREASE YOUR 
RA 





GE OF CUSTOMERS 


SPEIDEL 
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announces 


THREE 
EXCITING 
NEW 
MEN’S BANDS! 











NEW! SPEIDEL’S CROSS-FIRE $9.95 «1, 
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All NEW! NEW! SPEIDEL’S HONEYCOMB $9.95 «1,, 
‘All 9%, 
All Gold-Filled 


(1/20 10 KT. G.F.) 
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NEW! SPEIDEL’S KEYBOARD $9.95 ,-;,) 


<— - 


f USE THIS DISPLAY AT MOST POPULAR TRAFFIC POINTS 
; TO GET EVEN MORE CALLS FOR SPEIDEL! 






A Let facarme we 


WATCHBANODS 





A real shopper-stopper ! Especially ORDER AS NM/6 UNIT contains | pc. 


each Cross-Fire, Keyboard, Honeycomb 
on display — and 1 pc. ea. individually 
boxed. 


| for its size! Fits anywhere — on 

ee counter, in showcase or in your 
windows! 

* Never before famous SPEIDEL styling Your Cost of NM ‘6 Unit $25.50 


plus gold-filled at this low price! All 
this to make your SPEIDEL customers Your Selling Price (F.T.1.) 59.70 






* 1 
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“is multiply! Display N/C 
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Send for this free business-sparking display sign. Place it in an 
easy-to-see spot. it's plastic-coated, washable and easel-backed 
Just drop us a note on your letterhead. Write today te Platinum 
Metals Division, The International Nickel Compony, inc., 67 Wall 
Street, New York 5, N. Y. 








ENA 
Your old or broken jewelry © gaye 
can be beautiful and new SS 











P ” a” 
MNodemige your old pieces 
€ Precious gems from 


your old-fashioned 


with gleaming wire “Mallu i» 9 - 


A Precious Metal of the Platinum Group 




















There’s hidden treasure in your jewelry box! 
Out-of-date jewelry you don’t wear has little practical PB on negra 
value. Yet the gems can be beautifully reset in precious dium mounting. 
palladium. Let us show you the many modern and 
striking mountings which are quickly and economically 
available. 
If you’d rather, we'll make a distinctive design espe- 
cially for you. You'll be pleased with the low cost. It’s 
the wonderful way to get yourself a new ring, a new + - 
brooch, ear-clips, or whatever you want. = » and you have s new 
and exciting ring at 


minimum cost! 





| GEMEX PUTS NBC-TV’s 
BEHIND YOUR © 


He’s the guy who makes ’em buy! And he'll be selling Gemex for 


you n’56...0n NBC Television across the country... 


on “TONIGHT” show seen in millions fee . of homes! 


ONLY GEMEX has the beautiful floor 


elem He, 
























STEVE ALLEN 
| WATCHBAND COUNTER! 


Steve Allen has many talents. He plays the piano. He acts. He writes. 
He makes people laugh. He makes people buy! No question about it... 
he’s a sensational salesman. He’ll be selling Gemex watchbands—he'll be 
showing the Gemex Watchband Merchandiser—he'll be doing big things 
for you with Gemex on NBC Television beginning this month. 





Yes, GEMEX takes the lead in watchband promotions... with a terrific campaign 
on NBC-TV that will feature the smartest, newest watchband creations your 
customers ever saw. Here’s the most powerful one-two-three punch in the industry: 


Gemex watchbands introduce the innovations 
in design and simplified fitting that are stealing the show. 


*) 


Steve Allen will show them to 
millions of customers on NBC-TV across the country. 


6 
> 
The Gemex floor case Merchandiser sets up a 


complete watchband department in your store .. . the display unit that is 
already doubling and tripling watchband sales! 





Yes, GEMEX means business! 


SG EME xe WATCHBANDS 


THE GEMEXK CORPORATION, UNION, NEW JERSEY 












DASE. 
\WALLAS 


VAICHED WEDDING KRING SETS 


for everlasting loveliness 


The touch of beauty that separates Bare! Bridals 
from ordinary wedding rings begins on the 
drawing board of designer Fred Barel, inter 
nationally renowned for his unique creativeness 
From there to craftsmen who interpre? elle masiad 
these designs carefully and painstakingly by 
hand. Thence to a mirror-finish polish that pre 
serves and accentuates all the beauty and 


originality that is truly the Barel Bridal 


Ask to see our full line of BAREL BRIDAL Matched 
VAR Telettalem aisle c the first choice of people who 
Sold directly to the Retailer desire beauty and quality above all else 
y the ture 4. 
by the Manufacture: The Bare! Trademark ) is stamped in the 
shank of every ring, assuring you of a Genuine 


Mats available tree upon reauest 
plese Gelade Original 


24-Hour Service on all Special Orders 


BRIDAL RING COMPANY. ENG... 87 nossau street» New York 38 
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FREE! 
Lighter-tray 
by Ronson 


($4 value) for your show case 














With *75* purchase of lighter selection of your choice! 


At last! A lighter tray that lives up to your new Ronson of each tier keep lighters in place, prevent slipping. 


line! Tests in every-type market. every-tvpe store prove its 
, / Solidly constructed of superb White Poplar with con- 


dramatic fine jewelry appeal can boost sales anywhere! | ee e aes 
| trasting black end panels. 12” wide, 9° deep, 5” high. 


May he easily lifted out of showcase for demonstration. Handsome red velvet lining makes luxurious setting for 
Three long tiers, instead of compartments, enable you to your Ronsons. So don't lose out on your share of these 
show lighters of any shape. Foam rubber strips along base attractive lighter trays. Limit of 1 to a store! Don't wait — 


RESERVE YOURS FROM YOUR RONSON SUPPLIER TODAY | *Your Cost 





Maker of the world’s greatest lighters and electric shavers! 


©1956 Ronson orp., Newark 2. N J. 
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THE 
NEWEST LOOK 
IN TIME 











watch that has arrived! 


THE MAN: YOUR GRUEN SALESMAN! 
THE WATCH: GRUEN’S NEWEST LOOK IN TIME FOR 1956! 


No need to wait for these watch styles to catch Time for 1956 captures more unexpected flair 
on! Sales prove it: Gruen’s Newest Look in and excitement in watch design .. . styled to 
Time is not something that ‘‘might sell sell now. So be sure to be on hand to see your 


tomorrow’’—it is selling right now today... Gruen salesman! 
big! It’s arrived! Get the whole bold story, in merchandise and 


And now ideas and imagination have gone in Gruen’s great advertising program behind it. 
into action again. Gruen’s Newest Look in It will pay you in traffic, sales and profits! 


GRUEWN THE PRECISION WATCH®—THE GRUEN WATCH COMPANY, TIME HILL, CINCINNATI 6, OHIO. IN EUROPE: GENEVA, SWITZERLAND 
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UNHEARD OF VALUES 1 SQUIRE! 


Squire originals. The smartest ster- 
ling silver cuff link and tie clasp 
sets ever produced for the price! 
Handsome designs . . . distinctive 
quality. 

G 


$5.00 


RETAIL 
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Magnificent . . . matchless . . . our 
fine quality sterling silver at new 
unheard of prices. 


UNBEATABLE! 
S iL G 


$750 


RETAIL 


We reserve the right to change prices 
subject to Sterling market. 


All prices Keystone before Federal Tax | 











Unbeatable quality at a 
new low price. 


$5.00 J 


A, . 
f 4 “— 


squire, ine. 
TAUNTON, MASSACHUSETTS 


U | desi ” : , Please ship this order immediately and bill through 
ee | — one of the three wholesalers listed here 


Popularly priced. 
Many appealing 


1 Assortment $S500 sterling Silver 
(8 sets retail $7.50, 4 sets, retail $5.00) 


| Assortment of $2.50 Retail Sets 
(12 sets, assorted styles) 


| Assortment of $3.50 Retail Sets 
(12 sets, assorted styles) 


| Assortment $5.00 Retail Sets 
(12 sets, assorted styles) 


FIRM NAME 
ADORESS 
INDIVIDUAL’S NAME 


Also have a Squire distributor show me the entire line a 
Sold through Authorized Wholesale Distributors enly 
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TAG WITHOUT A BOOMERANG... 


E 


hen you sell QUALITY, you eliminate the 
rebound transactions of dissatisfied customers. Dependable products 


stay sold, Imitations are only imitations. 


Whiting & Davis jewelry has been good since 1876 —a seventy-nine 


year old insurance of doing business with pleasure and profit. 


WHITING & DAVIS COMPANY, INC., Plainville, Massachusetts 


HAND IN HAND WITH FASHION—SINCE 18576 
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SYRACUSE BLUE a heavenly new shade 
with down-to-earth sales appeal! 





MRS. AMERICA WILL SEE IT! Big, beautiful color ads showing two sales-tested patterns, Minuet and 
Meadow Breeze. The campaign kicks off in Better Homes & Gardens, March... Ladies’ Home Journal, 


April...continuing in top bridal magazines! 


YOu’'LL SEE THE COLOR OF MRS. AMERICA’S MONEY! 
Put your complete promotion kit to work. It’s loaded with new ideas, 
crisp copy, compelling art. All planned from the retail point of view 


... to boost your volume in Syracuse Blue! 


«--to get the jump on spring china tigures, 


soli tao fait Uddduesiah sles Cy D I f | , 


Syrecuse 1, New York 
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Son eres the latest report on the 
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Preliminary results are in on the Christmas promo- 
tion sponsored by the Hic. ANRIJA, NJA and The 
Saturday kvening Post. In towns where the jewelers 
got together and worked together, where they ran ads, 
where they put up the display material, where they 
went all out to tie in with the theme of the promotion 
and with the advertising in the Post — in those towns 
the promotion was a resounding BUCCESS, 

In towns where there was no cooperation, where 
no advertising ran, where one or two jewelers stuck a 
card in front of a display and sat back and waited, the 
effect of the promotion was negligible. 

Results? Over three thousand jewelers participated. 


The Saturday Evening 


They ran ads in hundreds of newspapers. They used 
20,000 cherub figurines, 25.000 mobiles — all told, 
over 50,000 pieces of display material, 

And jewelers want to repeat the program next year! 
Karly returns on a survey of participating jewelers 
show more than nine out of ten want to repeat Opera- 
tion Cherub next Christmas. And more than nine out 
of ten want to continue advertising it in The Saturday 
hLvening Post. They know the Post's power to win and 
hold the attention and interest of its readers. They 
know the confidence people place in the magazine — ed- 
itorial and advertising alike. And they know their best 
customers are reached through the pages of the Post. 


— gets to the heart of P#merica 


POST 
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Kessinger’s Jewelry in Kedwood City, California, was one of the  Kiefer’s Jewelry & Optical Co., St. Louis, Missouri, put the 
Operation Cherub section in The Saturday Evening Post to work 


many stores to put the JIC-Saturday Evening Post's Christmas 


promotion, Operation Cherub, to work in window displays. in their window, reminding people of the ads they read at home. 


Se 
% 





Wilson A Son, Jewelers, ht | arsdale. New VY ork. Mr “Mike” W il- Barr's, Philadelphia, staged the higgest independent retail jew 
eler-newspaper tie-in ever: a 20 page supplement (circulation 


son, Pres., New York JIC, says: “This promotion created a great 
deal of attention. We hope it will be continued next year.” 1,000,000) plus a mailing of 150,000 accounts, plus TV support. 
29 
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Special Spring Sale of 3 Famous 








\ 








Reed & Barton Silverplate Patterns? 


Now—53-Piece Service for 8 with chest 


only (9.99 


Regular price, *113:75. Customer’s saving, *33'. 


Dealers get full mark-up. Here’s why this 





promotion will mean extra sales at full profit for 


Reed & Barton Dealers 


¢ Three Popular Patterns— 
Festivity, Silver Blossoms and Dresden Rose, each 


with sterling-like detail and finish. 


© Special Set — 

Regular 53-Piece Service for 8 in handsome tarnish- 
proof chest (choice of blonde or mahogany finish). 
Regular retail $113.25. Sale Price $79.95. Your 


cost $79.95 less regular trade discount. 


¢ Transportation Allowance— 

Reed & Barton will pay all transportation costs to 
any part of the U.S. on orders of 6 sets or more. 
Shipments will be via our own routing. No trans- 


portation allowance on orders under 6 sets. 


¢ Advertising Allowance— 
On orders of 6 sets or more, Reed & Barton will 


pay HALF of the space cost of all your newspaper 


SET CONSISTS OF 


2 tablespoons 

| cold meat fork 
| sugar spoon 

| butter knife 

| blonde or 








16 teaspoons 

& knives 

& forks 

& salad forks 

o soup, place or 


iced beverage spoons mahogany chest 











advertising on the “Spring Sale.”” No advertising 


allowance on orders under 6 sets. 


e FREE Advertising Helps — 


Your silver will he shipped with the following free 
advertising materials: (1) Colorful Window or 
Counter Display Card; (2) generous quantity of 


statement stuffers: (3) newspaper mats, 


For details of this special Sp ing Sale, write for bro- 


chure. Reed & Barton, Taunton, Massachusetts. 




















Carl-Art stands for the very finest 
Styling, Quality and Pinish 


in Gold-Filled and Sterling Jewelry. 


Make 1956 your biggest Charm Year. 


Charms are now more popular than ever. 


Ask your wholesaler today 
for a Carl-Art assortment. 
There’s hundreds to choose from 


in both 14K Gold and Sterling. 


CARL-ART inc. 


PROVIDENCE © RHODE ISLAND 


New York Office: Mannie Levine Chicago Office: Howord D. Seebeck Los Angeles Office: Norman 8. Gustofson 
1 West 34th St, New York, #. Y. 10 South Webesh, Chicago, Ill. 3646 Mt. Vernon Drive, Los Angeles 8, Calif 
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| Tovelaer 


takes great pride 










in announcing 

a revolutionary 
new advancement 
of vital importance 
to every 


progressive jeweler 






The first truly new advance in 


since the invention of the 





oO} a © —»,¢ 


revolutionary band 


will outwear, outperform and outshine 


all ordinary expansion bracelets! 


Forstner has consistently refused to enter the expansion band 
field unless a band was developed that could be guaranteed 
stronger and more dependable than any other. Now, after years 
of testing and research, Forstner proudly presents the new 


» Kd ; 
eee ad ‘ e 
ed a 

=. seer 3 5 eee 


Fortex-5, a band of unparalleled beauty that will outwear every 


LORD Tt aid 
8866118 $66 T 118 old-style expansion bracelet! 


aiso availabie with straight ends 


#68 6117 "oe Wr Gold Filled, $12.95 «1: 
Stainiess Steel, $§ 8.95 


Guaranteed for 5S years! 


The new Fortex-5 is completely trouble-free — nothing to break, 
nothing to wear out! It revolutionizes watch band selling because 
it eliminates all troublesome repairs ... guarantees a satisfied 
customer every time! Its the only expansion band ever to bear 


this extraordinary 5 year guarantee! 


Contact your Forstner Distributor now. 
He will show you the new FORTEX-5S 
in five brilliant new styles for men. 


PRINCE 


#686 G 119 G-1/20-—12 Kt. Goid Filled tops, Stainiess Stee! backs 


T-—Ali Stainiess Stee! 






















gb REASONS WHY THE SENSATIONAL 
NEW FORTEX-5S MAKES ALL OTHER 
EXPANSION BANDS OLD-FASHIONED! 





Watch Bands 






expansion 





pris, 
Dat “ 
4 REVOLUTIONARY NEW “HERCULOCK" CONSTRUCTION! 


¥ ” ‘ > NN E 
— . \ ; In test after test, exclusive, patented “HERCULOCK’ construction proves 





itself stronger, more durable, more dependable than all old-stvle expansion 
bands. No rivets to come loose! Springs cant break. So rugged, its gual 


anteed for 5 years! 


om 


INCREDIBLE FLEXIBILITY — Stretch it! Twist it! Even knot it! Fortex-5 snaps 
back every time expands and contracts with smooth supple grace 
DUKE #88 G 115 #688 T 1715 
. always hugs the wrist gently and securely 
also availabie with curved ends 
#88 G 116 #88 T 116 
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NO UNSIGHTLY GAPS even when expanded almost twice its normal 


length | he links form a smooth continuous flow never lose thie ir look of 


' 
character in expansion 
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CAN BE SHORTENED OR LENGTHENED ~ You can adjust the length of a 


Fortex-5 vourselt or bands can be ordered in extra long or extra short 


lengths, if desires: 


WATER-PROOF! 
WEATHER-PROOF! 
FOOL -PROOF! 


Exclusive Climatest coustruction 





rake s Fortex-5 virtually Lipery hts 
to corrosion. Wear it under the 
shower, in salt water, under any cli 
matic conditions. Its ideal for all 
water-proof watches. Finest stain 
less steel with gold-filled tops on 


prtire nickel baa se all thy qualit 


features that withstand thy fest of 


time and weather 


4 
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Tovslne 


backs up the sensational new 
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FORTEX 5 


with a huge 5-point 


aa 


National Advertising Program 


rs 





Exciting power-packed ads in LIFE and LOOK! 


Compelling TV advertising 


units 


A co-op advertising service of unprecedented 
proportions in watch bands.° 


1. 

2. 

3 Dynamic, illuminated window displays and counter 
4. 


§. Comprehensive mat service! 


All this plus booklets, leaflets, TV slides, radio copy—everything 
you need to make Fortex-5 your best-selling watch band! 


Dieploy 708 U 086 YOUR BUSINESS WILL THRIVE 
WITH FORTEX-5S 


‘ , ‘ a ' " . 
Bright, colorful “flasher window display unit Contact your wholesaler for details. 


displays three bands. An irresistible attention-getter 


or 


dresses up your entire window, measures 74”"x 11"x5 





Heres the deal 


Assortment of 15 Fortex-5 bands, gold-filled and 
stainless steel OL. 


Retali value...... $1862.28 :: JEWELRY'S NAME FOR QUALITY 
Your cost sft ff h6UctmhmC<Ci DhC<Ci tC . 83.25 


YOUR NET PROFIT . 84.87 Forstner, Inc., Irvington 11, N. J. 





Plus free window unit worth $5.00 


Beautiful glass-faced tekwood case displays 
8 bands in an elegant setting. Entire unit stocks 60 bands, 
measures only 17”x9"x8” 
Here's the deal: 
Assortment of 30 Fortex-5 bands, gold-filled and 


stainless steel 

Retail va‘ue ese #@ee $356.50 PT 
Your cost.........-163.80 
YOUR NET PROFIT . 167.10 


PLUS tree counter unit worth $15.00 
and tree window unit worth $% 5.00 


Displey #68 U 109 


Lithe U.S.A 





it happened in... 
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What IS that man doing... . not 
playing solitaire on the floor? Yes 
he is, and this was J. B. Gordon on 
his way to buy a store in Vermont 
thirty-one years ago. He doesn’t 
even want to remember the name 
of the town, would you? Four 
hours to wait for a connecting 
train in this waystation, with not 
a house, an agent, a ticket-seller, 
or any human being in sight... . 
raining so hard, he couldn’t take 
a walk ... truly lucky that he had 
a deck of cards in his bag. P.S. 
The store owner demanded a de- 
posit before he would even show 
the stock. What a bust! Today 
planes fly us to the coast with less 
effort than that memorable trip to 
Vermont and we’ve gone, seen, 
bought and paid for many a stock 
in less hours. But today as then, 
tell us you want to sell a store or 
stock, no matter where (though we 
still don’t relish waystations), and 
watch us get there in the speediest 
possible time. Write, wire, phone 
Gordon Brothers! 















Stories from our 52 years’ experience with truths of just as great significance today. 










when the sale 


the INCAFLEX GUARANTEE 
closes the sale! 


The watch with the world’s only flexible balance wheel WV 


a 
~ guaranteed against damage for the life of the watch. pn ¢ @ fF | e x 









FOR 30 YEARS IN GHOCK-RESIGTANT, WATER-RESISTANT AND SELF-WINDING WATCHES. 





WYLER-PIONEERS 


Write for literature e WYLER WATCH e 131 East 23rd Street, New York 10, N.Y. 
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GREAT, NEW TRIPLE SENSATION 


HE-MAN SALES 
‘% ’ ’ 

SAT-N-TONE 
NEVER NEEDS REFINISHING! 
An occasional washing 
restores the original lustre 
immediately! The 
SAT-N-TONE finish 
highlights the contour of 
the ring .. . stock the hand- 
some SAT-N-TONE Gents 
Ring, by FIANCEE! 


fer CROWNING SUCCESS 


ROYAL 
Fiubtaad, Geriee 


eae »  Abrand new, eye-catching 
fs ges ea ea approach, designed to 
— matinee enhance the brilliance of 
r\:-2/ the diamonds! So new, you 
must see it to appreciate 
the sensational sales- 
potential! Thrilling, new 
ROYAL FISHTAIL, 
exclusively by FIANCEE! 


* 





SEE YOUR WHOLESALER TODAY! 


Goldstein-Gerson co.,inc. 130 WEST 46th STREET, NEW YORK, N. Y 


See 82 & 4 ee, 8 Se el 
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“DAZZLE WHITE" by Coro . . .AS SEEN IN VOGUE MAGAZINE 


One of a series of advertisements that is telling and selling millions of your customers 
in full-page ads in the country's leading fashion magazines. it will pay you to stock 
CORO, THE BEST KNOWN NAME IN FASHION JEWELRY. 


For further information write CORO INC., 47 West 34th Street, New York 1, Dept. HB 
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Deal #1 


...includes 36 Waterman C/F* sets and 12 C/F 
pens in three price ranges, from $13.75 to 
$22.50. Your graduation extra is a cool $50.00 
that can be spent in local advertising to step 
up sales and increase store traffic. 








a new 


degree 1n Deal #2 


...ineludes 3 dozen Waterman C/F sets 
in various price ranges. Regular discounts 
apply. In addition, there's an extra $35.00 
that, turned to advertising, can 

double and redouble your sales! 


ae * uz 






graduation 







profits 






with these 
Waterman's c/, F 
deals! 


The deals shown here are 
the most attractive of 
their kind ever offered 
to the pen retailer. 

They not only give 

you a solid discount 
(the best offered by 

any pen manufacturer) 
but allow you a liberal it 
allowance for promotion, ay 
to spend as you please, it! 
in your local market. The {j/i(\*, 
deals start any time after i 
January lst and continue to 
March 30th, 1956. Waterman, 
of course, furnishes you with 
any ad mats you may need 

in various sizes. 





Deal #3 


...ineludes 2 dozen Waterman C/F 
sets in two price categories. You get 
your usual whopping discount and a 
$15.00 promotion allowance to 









spend as you see fit. 







Waterman Pen Company, inc. 
Seymour, Conn. 

Please have your representative call. | want to 
These deals are open to know all about your 3 new deals. 
Waterman Franchised Dealers 
only. If you’re not in that 
select circle, it’s high time 
you were. But either way, 

fill out the coupon and 


send it in today! 








Name 







Name of Store... Oe Ee Rae = 





Address 






*Patent applied for 


WATERMAN PEN COMPANY, INC. 


Seymour, Connecticut 





City ————— 
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This is the Olympic Cross, conferred upon 
Omega for unvarying accuracy as Official 
Watch for the Olympic Games since 1932. 


For the 5th consecutive time 


OMEGA 


is appointed Official Watch 


for the Olympic Games 


Not once, not twice, but for five successive Olympics, 
the nations of the world have given Omega an inte 
national vote of confidence. From Los Angeles to Lon 
don, from St. Moritz to Stockholm, when time decides 


the issue, Omega decides the time. 


lo Omega jewelers the 1956 Olympics mean extra sales 
opportunities. When the television and newsreel cameras 
capture a record-shattering event or when newspapet 
reporters and radio commentators relate the outcome 
of the contests, Omega will be part of the story. Truly, 


: ; 


a Mest 


when the spotlight is on the athletes at Cortina d'Am- 
pezzo, Stockholm and Melbourne, the eyes ol the world 
will be on Omega. 


Phe international Olympic story is a selling feature 
working exclusively for the franchised Omega dealer, 
No other event commands such world-wide interest 
As an over-all theme for your newspaper advertising, 
window displays, direct mail, radio spots and local 
publicity, it's bound to channel both prestige and 
profit to those who take advantage ol it. 


THE WATCH THE WORLD HAS LEARNED TO TRUS! 


Norman M. Morris Corporation « 655 Madison Avenue + New York 21 





Other recent major international sports competitions which relied upon Omega's timing facilities 


an American Games. Mexico City « "Mile of The Century” 


at the British bimpire & Commonwealth Games, Canada 


World Ice Hockey Championships, Sto« hholm, Sweden + World Skiing Championships Falun and Are, Sweden + Pan American Motor Race, Mexico 


World University Games, San Sebastian, Spain + Grands Prix of France, Holland, Finland, Italy « Cycling Races of Austria, Holland, Mexico, Switzerland 


Equestrian Games at Helsinki, Finland « Modern Pentathlon Workd Championships at SMockhoim, Sweden + International Regatta at /urich, Switzerland 


World Rink-Hockey Championships at Barcelona, Spain + Skiing Contests at Holmenkolien, Norway + Asiatic Games at Manila, Philippines 


Mediterranean Games at Barcelona, Spain + Mexico Acapulco Air Rally in Mexico «+ Central American and Caribbean Games at Mexico City 


World Wrestling Championships at Tokyo, Japan + Invitational Track and Field Meet at Compton, California 


European Athletic Championships at Bern, Switzerland « Round Lebanon Cycle Race in Lebanon 
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Vitality 


with a priceless heritage 


Orange Blossom begins FULL COLOR advertising 


to the vital, youthful engagement ring market. 


If you carry the coveted Orange Blossom franchise, 
you will soon feel the FULL. IMPACT 


of this dynamic new program. 


Rich, new stylings . . . priced 
lo please the mass market .. . 
“Cupid’s Bow” is one of many 
progressive designs already 


out or now on the boards. 


C3 


y 
if wt 


TRAUS MANUFACTURING COMPANY, 1940 McGraw Avenue, Detroit 6, Michigan 
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C9 8p cars on ~ “yy 
ASH WHS papgarpcac® 
It’s easier to start a habit 





than to stop one 


Al 


... Especially when you're selling bangle-y bracelets, shining scatter pins, earrings, necklaces and 
rings (fine and costume jewelry) to America’s 8,000,000 young women under twenty. 

These girls are impressionable young women with tremendous cravings for the finest, the most 
decorative in life. About-to-be-brides (more girls marry at 18 than at any other age) they’re just at the 
stage of selecting engagement rings . . . collecting trousseau treasures (1,400,000 are buying silverware). 

They're the fastest-growing market in the U.S.A. They’ re a big spending market—spending fabulously 
on the products they learn about in the only magazine that dominates their buying... SEVENTEEN. 


8 
&) 488 Madison Avenue 
New York 22, N. Y. 
\& 
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Were flattered by the imitations... 


ga 


SPECIFICATIONS 


has been able to equal the 
CROTON “BUCCANEER’” Soca 


special tools or keys needed 









3. Mainspring unbreakable — rustproof 
special power curve 


America’s finest 17-jewel ae ota — table 


ance sta 
5. Unbreakable crystal 


6. Nivarox rustproof — anti-magnetic 


waterproof r watch hairspring. 


7. All steel escapement red ruby jewels. 


8. High quality radium dial — easily 
seen at night 


* * 
retailin 2 for only $ 2 ( Q5 » Sh cortieate on woterproet qk 
ity and guarantee 


10. Case manufactured in Switzerland— 
cased and timed in Switzerland and 
timed again in USA 


11, Newest type of 1956 Scotch plaid 
strap 


12. Parts all interchangeable 











CROTON WATCH CO. 
404 Fourth Avenue 
New York 16, N. Y. 


Please send me the Croton “Buccaneer” watch @ Keystone coat, $27.20. 
(indicate quantity) 










CROTON 


WATCH CO. 





ee ees 

404 Fourth Avenue, New York 16, N. Y. Sn ES SS MERE ASE ss 

MAKER OF FINE WATCHES SINCE 1878 ADDRESS eee . 
®as long as crystal is intact, case unopened  . , Setar er SN 
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MORE THAN 


MILLION 
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ONLY. FEATURE RING can boast these figures... 
an amassed by producing the most saleable 
interlocking rings _acknowledged the 


finest of its kind 


Get your diamond ring sales ‘way out front’ 

by playing the winner Feature Lock! The 
world’s largest manufacturer of Engagement and 
Wedding Ring mountings — your assurance of 


quality and increased diamond ring SALES! 


See your authorized Feature Lock Wholesaler for 


the BIGGEST, MOST EXCITING PROGRAM of ‘56! 


FEATURE RING CO., INC. 


’ 


7? “ 

















INTERLOCKING DIAMOND RINGS 


NOW WITH THE FAMOUS 


Feature- slo 
SET 1 cll 


THE WORLD'S LARGEST MANUFACTURE RS OF 
ENGAGEMENT AND WEDDING RING MOUNTINGS 
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ee te 





Vatencia . » « pseudo-precious stones in blue, coral, or alabaster white mounted in golden-toned Trifanium! 


Necklace, 7.50; Bracelet, 5.00; Earrings, 4.00, Plus Tox. Not ovthentic unless stamped Trifari. Jewelry design copyrighted. 
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don't - 
overlook ~* — 


17-jewel 
Shock-resistant, 
dustproof 


easy paw 
sale! , 









dustproof. 


All-steel case. 49.95 
ite 


“—— 







see how these 






































c. ‘“SEALADY” 
. . 17-jewel seif-wind, 
ladies’ waterproof * watches shock etn 
Chrome stee! 
. back case 49.95 
multiply your sales 
Te - 
ways J f ae | \' 
# “\e i 
~ 
1 The perfect “tweedy” companion watch for those 0. Sth NYMPH 
- .«¢ who have diamond and dressy occasion watches, Ail ef these pr. aes A ae 
on All-stee! case 66.00 
unbreakabie Also available in; 
balance staff and 10-kt. yoriow 
2 Ideal as the one all purpose watch for those mete spring. sold Aled case, 
e who seek “something finer” at modest cost. yo Sen a ea ee Os cae etn ab nD nb em ew Oe cme tam tn an ee ei a ea ee em ol 
7 CROTON NIVADA GRENCHEN 
s 404 Fourth Avenue, New York 14, N. Y. 
The accurate smartly efficient answer for | 
e nurses’ and other professional needs. Please send me: #A we) dileains ad | | ee 
| (indicate quantities) 
Send for sample watches today: 7 and complete promotional material. 
CROTON — , 
WATCH COMPANY | | 
, STORE NAME ‘ 
404 Fourth Avenue, New York 16, N. Y. | ADDRESS 
*as long as crystal is intact, case unopened. | CITY LONE eS TATE —— 





Join the Crescort Canavan 


SEE! HEAR! The EVEFUL...The EARFUL for '56 


BESLENT | toe word 


BUSINESS! 
or YOUR 










Gooo F 


SAD 


— TR670 honor 
, t 


© 





evil. 


































The only quality tape 
recorder in the world 
under $100.00... 
packed with profes. 
sional features. Delight 
youreyes... char 
brown and beige pyrox- 
ylin covered case, high: 
lighted with a decorator's 

flair of polished brass. Thrill to count. 
less hours of recording baby’s first words, mu- 

sical and acting performances by you and your friends, 
parties, favorite music direct from broadcasts, etc. All 
of these exciting moments are captured for you to hear 
again, and again and again. Single speed — ideal for 
family fun 


Yes, only Crescent 
_,. the world's lead- 
ing manufactruer of 
tape recorders, gives 
you the advantages of 
both 3% IPS and 7% 
IPS . TWO DEMANDED 
RECOROING SPEEDS 
FOR WHAT YOU'D EX. 
PECT TO PAY FOR ONLY ONE. 
Here's the nation’s best seller! Compare 
features! Compare price! Crescent gives you MORE 
for your money ! Exquisite tones of warm gray pyroxylin, $1199 5 


Be Sg “8 he, 
& 






highlighted with abundant polished brass. Never before 
so much sophisticated modern styling at this wake-up 
price! 


‘9995 





ONLY CRESCENT TAPE RECORDERS 
GIVE YOU THESE 10 OUTSTANDING FEATURES 





@ Full 7” reel, % mile tape, @ Wow and flutter less than 
2 hours recording time. % of 1% 

@ Dual track recording. @ Positive 50KC AC erase. 

@ Simplest controls to operate. § © Jack for monitoring 

@ instantaneous | finger @ 2 inputs — mike and radio 
torque braking. phonograph. 

@ Fast forward and rewind, @ Lightweight 


Unsurpassed for sim- 
ple, foolproof oper- 
ation. Every built-in 
quality feature for 
true fully balanced 
tonal reproduction 

“Magic Eye” Record 
ing Level indicator pre 
vents overloading and sound dis- 
tortion. TWO hi-fi speakers pour a lumi- browse... and buy! 

nous tone across the full dimensions of your Recent surveys prove —tape recorders are moving fast. . . and 


room. Records for two full hours. Flat frequency re- Crescent is way out front! 


sponse low distortion amplifier. Separate output for 414995 For complete information, 
industries, inc. 


7” reel rewind ! 


GOOD FOR YOUR BUSINESS! 
Now you can use the magic of Crescent Tape Recorders to widen your 
market, boost your profits and .. . sell more of everything in your 
store ! 

Turn one on in your store, and it will practically sell itself! Leave 
it on, for earesistibie sounds of high fidelity .. . creating the kind of 
atmosphere that makes people want to stay awhile makes ‘em 


plug-in speaker. Luxurious forward styling in foam green a oy Bat Pater ste in 

and beige pyroxylin with a biaze of brass. Never before og ob rie + aay 

so much built-in quality such matchless hi-fi repro- Crescent Industries, Inc 

duction .. . such low, low price! HvSe W. Vouty Ave., Chicage, 
Crescent industries, inc. + 5900 West Tewhy Ave. - Chicege 31, Ii 








* Werld’s leading manufacturer of high fidelity phonographs and tape recorders 
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I.D. ...SERVING THE 
WATCH INDUSTRY BETTER...THROUGH RESEARCH 


With research that Tele| Rls the future 





1D Watch Case ¢ ompany 4 constantly 
' nding new ways ‘© help watch manutasc 
stiacdaemelie importers moke bell neadus t¢ 
ror y' Teele your customers 

For almost halt } Century Ov engineers, 
designers and model makers have contin 
Or sgint forth new improvements 
qongd met ods ot manutacturing the fir 4? 


precision made wot r) Cases During these 


1D. Watch Case Factory 
fully 





the most modern 
years 1D. Watch ¢ ase initiated the devel 


equipped pliant — almest |! 


saquvore block in size 
poments 


watch industry. Now 1.D. presents a 


tna? helped oO revolutionize the 


MLA AL ee lili ea ee ee 





fitting waterproof watch-cases for 


men and the most petite cases for 


1.D. WATCH CASE CO., INC. 


Serving Watch Manufacturers ond Importers Exclusively Since 1910 women’s automatic watches. 
GENERAL OFFICES AND FACTORY 
137-11 90th Avenue, Jamaica, tL. |. « JAmaica 3-870 For new ideas and better products for 
NEW YORK OFFICE. Paul Korman, 580 Fifth Ave. Tel PL 7.637 
CHIC AGO-OFRFICE William Bert 279 Ff bA csc me wotct industry mss? oni O You ll be 
FASTERN and CANADIAN REPRESENTATIVE: Dave Kay !5 Maid: ine, New T " ™ ger ng al pest! 
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is delivered 


> 


In every 


KASPAR & ESH 


shioment! 


SUCCESS! Kaspar & Esh creates and manufactures from 
original design to finished product. Only a start-to-finish 
manufacturer can assure quality, originality and valvel 


SUCCESS! Kaspar & Esh guarantees master craftsman- 
ship in every manufacturing operation through expert 
assembly, skillful setting and superb finish. 


SUCCESS! All Kaspar & Esh diamonds are quolity and 
weight guoranteed. Our experts carefully select the finest 
diamonds. The exact weight and quolity are indicated 
on every ring —~ your double assurance of valve! 


SUCCESS! Kospor & Esh offers America's most diversi- 
fied line of diamond rings, including styles to meet 
every requirement, every consumer demand. Variety stim- 
viates increased sales! 


SUCCESS! Kaspar & Esh is noted for setting the trend 
with original new styling — for introducing many dis- 
tinctive designs that ore years ahead. Cash in on this 
creativeness! 


SUCCESS! Kospar & Esh keeps pace with geographic 
trends and creates styles for localized consumer demands. 


® MATCHED DIAMOND ENSEMBLES © FANCY DIAMOND RINGS © GENTS DIAMOND RINGS © DIAMOND EARRINGS 


48 


Tue JeEweLeRs’ CIRCULAR-KEYSTONE 








: 
| 
Fa Se BP 


~~ a a on 


inillivi 
. 
| 












SUCCESS! Kaspar & Esh offers well-planned merchandising, 
designed to meet the requirements of every retailer. Merchandise 
is packaged in every price range and style...in flexible groupings 
to provide a basic stock of attractive, representative styles. 


Success is yours when you feature Kaspar & Esh— manufacturer 
of America’s most diversified line of diamond rings. 


KASPAR « ESH 
126 West 46th St., New York 36, N.Y. © Antwerp: 62 Rue de Pelican 
Manufacturing Jewelers — Diamond Importers “Registered Trademark 








® ADD-A-LINK “FAMILY OF DIAMOND WATCH ATTACHMENTS, DIAMOND BRACELETS AND DIAMOND NECKLACES. 
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WHATS ALL THE 
SHOUTING ABOUT? 


lt is simply the public reaction to the latest step in 
our long-term policy aimed at producing and 
selling more and better housewares at lower cost. 






















Over the past several years, General Electric 
Housewares have been steadily improved in fea- 
tures and quality, and sharply reduced in price 
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ed today Jan, 3. it through every engineering and manufacturing 
cat a god mamta. economy we could effect. 
*8CGUM Cleaners , , 
man to Boga" pm trom pe cuts nth? G. Now we have made the major step of adopting a 
tite Makers. grin” shitter fat of tn, ihe new dynamic price structure at factory, wholesale 
The ankets and tan “Peed ket. Were off . ‘ , 
spnouncemeng ‘atm ye ment pd tt and retail levels. We will continue to support these 
of cuts here teaeisire pony Tonat prices with vigorous enforcement of the Fair Trade 
IF i coma 0 etre In Manetisig Laws. This move can and will mean a greater 
. manutaceys Practice on apphane volume of sales than ever before. 
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to discount house a result in greatly increased sales volume, and cor- 
es In want f respondingly more profit dollars for all of us! 
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KNOWLEDGE 
es 
POWER ® 
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Every jeweler will find profit-making power in 


the knowledge of terms and terminology of the Second F 


dit lOn 


jewelry trade which are authoritatively explained in this book. 


It contains an invaluable wealth of information essential to THE JEWELERS 
Jewelers, Watchmakers, Gemologists, and all others seeking DICTIONARY 
information pertinent to the Jewelry and allied industries. 

265 pages jammed with authoritative, factual information. & 6. 50 


More t 4500 word-and-term definitions, many 4 them esd ute 
clearly illustrated. Complete comparative table of Interna- 
ring sizes. Eight a8 gpm — illustrating over 125 Hard Cover Bound in Rich 


varieties of stone cuts. Facts on Sterling and Plated Silver- Blue Cloth with Geld 
ware. A table listing American Watch sizes and enlarged views Stamping 
of Watch parts PLUS a trilingual vocabulary of horological 


terms. An explanation of Gemstone characteristics, tables of 
weights and measures, Wedding Anniversaries and lists of ORDER 
Birthstones. 


ae" AUTHORS 


Dr. Frederick H. Pough 
Fermer Curator of Gems and Minerals of 
the American Museum of Natural History 


John J. Bowman 
Director of 
Bowman Technical School 


C. M. Hoke 
Consulting Chemist 
Jewelers’ Technical Advice Ce. 


Joseph D. Little 
Authority on antique silver, both sterling and 
Sheffield as well as modern plote and sterling. 


A limited quantity 
available 


Check or money order must 
accompany all orders. 


DO NOT SEND CASH 


THE JEWELERS’ CIRCULAR-KEYSTONE 


Chestnut and 56th Sts.. 
Phila, 39, Pa. 


Please send me a copy of the revised JEWELERS’ 
DICTIONARY. Enclosed find $6.50 


is enclosed 
is enclosed 
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K Shown here, greatly reduced in size, are four of our recent advertisements. 
This particular quartette is in perfect harmony with the age-old principle that — just as in the case of 
food — every successful recipe for fine jewelry must be based on quality ingredients. 


This conviction is shared by our customers — among whom we are privileged to 
count the nation’s leading manufacturers of fine jewelry. They fully realize that, while the 
design of a chain created by Universal could perhaps be imitated, the craftsmanship 
inherent in all chains made by Universal, defies duplication. A ‘phone call will get you ACTION! 
SOUTH ORANGE 2-7600 


92 Burnett Avenue, Maplewood, N. J. 
Branch: 61 Peck St., Providence, R. I. LINIVERSAL CHAIN COMPAN Y INC. 


N.Y. Office: 489 Fifth Ave. 
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The Guardian Angel 
contracts to permit easy 
passage over knuckle... 


division: of Axel Brothemmta 


134-20 Jamaica Avenue,» Jame 




































More than 1300 exact-size 
illustrations and pattern names. 
Now in the newly-revised 


Sterling Flatware Pattern Index. 


Increase your Sales and Profits by having ALL 





the Sterling Flatware Patterns at your fingertips 





This book is a necessary selling tool. 

Used every day by jewelers across the 
nation, it contains actual-size illustrations of 
active, inactive and obsolete sterling silver 
flatware patterns made by manufacturers in 
this country. 

Easy-to-use, this valuable reference book 
has a complete index which lists: 


© the manufacturer's name 

© the patiern name 

@ the current status of every pattern 

@ With binder $27.50 @ Without binder $17.50 


FOR THOSE WHO ARE ALREADY USING THE INDEX, 
THE 1955 REVISION SHEETS WILLBE SUPPLIEDAT $6.50. 


56 


The Sterling Flatware Pattern Index is 
handsomely printed on heavy coated stock 
and is conveniently prepared in loose-leaf 
form. Revision sheets are made available at 
reasonable cost every few years. 


Oe me me ee ee RE OH em me OE ae me ED ese re 


THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut and 56th Sts., Philadelphia 39, Penna. 


Enter our order for a copy of THE STERLING FLAT- 
WARE PATTERN INDEX. 


With binder $27.50 Without Binder $17.50 
Revision sheets $6.50 
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Check or Money Order for $.............. is enclosed 
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the new sculptured pattern 


in OVKIDACR ART DE LUXE STAINLESS 


(High Quality at Popular Prices) 


As new as tomorrow, Profile is truly a “‘first’’ in American stainless 
design. Sculptured simplicity makes it entirely different from any other 
stainless pattern ever created! A worthy companion to the now famous 
Accent,* Profile stands out, too, for quality . . . has these special fea- 
tures: hollow-handle knives; serrated, forged knife blades; graded, heavy 


weight .. . all designed to put realism into stainless flatware prices! 






And here’s a gem of an introductory offer 
... to start customers buying Profile on a large 
scale. Two-piece salad serving set, priced at a 


low. low $5.95! 


Displayed is just one of the 
many units in which Prohle is 
available—the 6-pe. place setting 
at only $4.75. Also comes in: 16-pe. 
family set @ $14.95; 24-pe. family 
set @ $22.75... both gift-boxed: 
$2 pieces in Country Club Pack. 
ette @ $32.50: O0-pe, servie eloré 
in handsome Empire Chest @ 
$47.50; plus open stock of 21 dif. 


ferent pieces! 


Profile* was created in the Design Studios of Oneida Lid. Silversmithe 








kor complete information write to: Turn the page 


CRIA CTE. 0 icnnouvinn for more sales 


Oneida, New York news of Oneida 


"TH ,OEMsGKe OF ONEIDA LTO. ONEIDA HY * 
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Double your 
with the new 7 





SOMMUIE 















Sell a complete 
service in this 
magnificent 


DUO CHEST... 
only *89.75 





Duo Chest comes in choice of blond or mahog- 
any wood finish. Tray and chest lining are 
anti-tarnish, in Tahitian Rose and dark beige. 


Because this Community duo is the biggest news in 
silverware, the biggest silverware advertisement ever run 
will headline it across the country. Three color pages, 
describing the Duo Chest offer in full detail, will ap- 
pear in the April issue of the LADIES’ HOME JOUR. 


NAL... the biggest women’s magazine! Yes, Com- 





munity never underestimates the power of a woman 
. . nor the power of the JOURNAL’s more than 
10,000,000 women readers, who will see this Com- 


) 
, yy “\ \ had 
P a y \ munity exclusive. Don’t underestimate their desire 
Le J » “ 7 
‘ 


. 
Oe agy™ gett -\ 





to buy ... have the Duo Chest combination on hand 


to show and sell them. 
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Sales duo! 





the same service in 
these lift-out buffet trays 
for $20 less... only *69.75 








Community sales... 


i 
Here’s the answer to every customer’s silver prob- 
lem! Whether she needs a chest, or would rather 
keep her silverware in a buffet drawer—you have 
the solution. For now she can buy Community* 
either way—due to this practical new idea. New 
extra-value Duo Chest comes with separate trays 
that lift out. Or, your customer can buy her 
Community with the tray portions alone, for $20 
less. (Trays in three sections to fit different-size 


drawers.) 


This free display is ready-made to get customers into your 
store. It tells the full story of the new way to buy Community. 
Place it in your window where it will stop the most cus- 
tomers. It’s yours with your order for one Duo Chest and 
one buffet-tray set of Community—the finest silverplate! 


"TRADEMARK OF ONEIDA LTD . ONEIDA. WN. Y. 







The Duo Chest comes complete with service 
for eight at $89.75 (54 pieces, including valuable 
extras—cold meat fork and gravy ladle). While 
the Economy-Pak (buffet trays holding the same 
number of pleces) costs just $69.75. packed in 
handsome gift box. The chest and trays will 
actually hold a full service for 12. 76-pe. set in 
chest costs $ | 19.75; with trays only, $99.75 6 
little more than the &-place service in the chest! 
(A real opportunity to trade up!) 








SILVERSMITHS| 





Turn the page for more 
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sales news from Oneida —> 


Sensational Introductory Offer for 


ALL THIS AT REGULAR PRICE! 


48 pieces of new Together pattern in TUDOR* PLATE 
Oneida Community. A complete silverware service for 8. 
Comes in handy BUFFET PAK, which makes a convenient 
drawer container. Offer also available with Bridal Wreath* 
and New Era* patterns. 


LOOK MAGAZINE will carry 
this offer in its April 17th 
issue. Seven million readers 
will see the full-page adver- 
tisement. Be sure you have 
Together sets on hand to sell 
them! 
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ONEIDA LTD. 


THE JEWELERS’ CIRCULAR-KEYSTONE 














new pattern in TUDOR PLATE! 


ONEIDA COMMUNITY 





PLUS THIS—FOR ‘122 MORE! 






20 pieces of Oneida* Stainless in hand- 
some Valor* pattern. A complete set of 
everyday tableware for 4. Rust, stain, 
and corrosion-resistant. 


A spring offer that’s loaded with everything your 
budget-customers need .. . and at a price they 
can afford! They can have a complete silverware 
service for only $49.95, plus a set of fine stainless 
tableware ... for only $1.00 extra! The reason 
for this special offer? To introduce Together, 
the romantic new pattern in Tudor* Plate Oneida 
Community. 


Remind customers, too, that Tudor Plate Oneida 
Community is quality silverplate, backed up by the 
Oneida guarantee. And has this special feature — 
forged, serrated knife blades, which won’t loosen 
from wear or water. 








eth 
This attractive spring display is ready for you—to call —s 7 
attention to this big offer. Just order two or more intro- 
ductory sets of Together, and it will be sent to your store! 








See back cover for more 
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pring Artcarved' 


will star 


in more ads than ever... 
including 





an eye stopping 2-page 
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Ask your Artcarved representative or write our home 
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.in more color pages than ever... 
spread in spectacular full color 
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In just the one selling season that Artcarved’s exclusive 
Permanent Value Plan has been promoted, thousands of 
brides and grooms-to-be have asked about it and insisted 
that their first diamond ring be an Artcarved,. It’s dramatic 
proof of the effective sales value of Artcarved’'s PVP. 

And this season, the sales-clinching story of Artcarved's 
PVP will reach even more bride-age customers. There will 
be more dramatic black-and-white ads... more compelling 
full-color ads than ever before. And, for the first time in 
the history of diamond ring advertising . . . a magnificent 
Artcarved bride in blazing color will sweep across two full 
pages. 








SEE THESE ADS IN AMERICA’S 





Tony Bennett on new radio disc New newspaper mats 

Exciting new movie and TV shorts New supplement for your loose- 
New store displays leaf catalog of Artcarved rings 
New booklets and leaflets Luxury diamond ring box 


BEST READ MAGAZINES 
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TIE IN...USE THESE 
NEW MERCHANDISING AIDS 














office for full details 
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J.R. WOOD & SONS, Inc. 


216 Gast 46th Street, New York, N. Y. 


ieee. 4. R. WOOD & BONS, inc. wetwetea 








NEW ATMOS CENTURY 


OFFERS YOU THE KEY 
TO “BUSINESS GIFT” SALES 


An ATMOS Clock is the supreme award for an employee’s distinguished service or 
exceptional achievement — a gift of utmost prestige for business associates. Find- 
ing a place of honor in home or office, it is a symbol of the important occasion of its 
presentation, That is why ATMOS appeals to leading industrial firms everywhere. 


| . pense 
KWimos Catury 


PERPETUAL MOTION CLOCK 


C S podluct oY @ Ebiwullre 
ONLY #99.50 


PLUS FEDERAL TAX 


ee eS ORO as Te. eS 


Your LeCoultre Representative will 
tell you the history of these 
“Plaques”— and how they will help 


you to win “Business Gift” Sales. 





NOW—make certain of your share in these profit- “Century” to every business firm in your area, Its 
able “Business Gift” Sales, Follow the example of low price permits even small firms to gain great 


many successful jewelers. Introduce thenew ATMOS prestige and good will at a relatively small cost. 
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Speaking OF THE JEWELRY TRADE 


foe YEARS, parents have been hap- 

pily telling their youngsters the old 
nursery rhyme about the lady who 
“had rings on her fingers. . .” 

All that may be ended now; a jew- 
elry firm in London has introduced 
a new item—a finger watch at a rea- 
sonable price. It has become so popu- 
lar that it may mark the beginning of 
an important trend, 

The firm brought out an experimen- 
tal finger watch some time ago; it 
was in gold and had a matching gold 
cover so that it looked like a conven- 
tional ring. 
been so heavy that the firm has now 


Since then. demand has 


created entire range of finger 


watches. 


an 


§ kes STARTLING prediction of mer- 
chandising consultant k. B. Weiss 
retailers all 
over the country sit up and take notice. 
“| think that by the year 2056 the 
retail store as we know it will be doing 


is guaranteed to make 


a disappearing act!’ says Weiss in an 


article in Advertising Age. 


By 2056 most (not all) shopping 


will be done in the home—through 
electronic devices stemming from color 
television, he predicts. This will be 
true with food, drugs and staples of 
every kind in both hard and soft 
goods. 


Only major purchases will be made 
in retail stores by 2056, Weiss de- 
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clares, and by then there will be a 
trend toward buying some of these 
items in the home, electronically or 
with a combination of electronics and 
a home salesman. 

What will the retail store be like in 
2056? Weiss is ready with the answer: 
it will be essentially a combination of 
warehouse and home-delivery service 
plus a communication channel to the 
home! 


Jewelry stores will probably be 
among the last to follow any such 
trend—-if it should develop—because 


of the highly personal nature of the 
merchandise and jeweler’s position as 
a counselor. 
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i THERE an ostrich in your future? 
Y es. 


says Garrard’s of London, 
jeweler to Britain's royal family. It 
predicts that cups for ostrich eggs are 
coming back into fashion. 

“They had a great vogue between 
1590 and 1625,” says Cecil Nann, the 
firm’s ostrich egg cup expert, “. . . but, 
like many other 
changed and they were forgotten.” 


Much to Cecil’s delight, however, the 


things, fashions 


ostrich egg cup trade has suddenly 





come alive. Only the other day, Emir 
Abdul Illah, crown prince of iraq, 
ordered two of them as ornaments. 
This was the first such order in more 
than 200 years for Garrard’s and we 
can understand the excitement of the 
staff 
people alike. 


ostrich egg cup expert and sales- 


We only hope the order hasn't made 
them so over-confident that their ost- 
rich egg cup merchandising program 
is likely to be relaxed. 


| parr rif past JO years, jeweler 
: Dana Bushong of Fort Madison, 
lowa, has built up a reputation as a 
first class forger. 

It’s all perfectly legal, though, for 
Bushong's forgery is merely the dupli 
cation of signatures as engravings on 
the bands of pens and pencils. In three 
decades, he claims to have engraved 
more than 300,000 signatures, includ- 
ing those of presidents, kings, queens, 
princes and other celebrities, 

He does all his work free hand, fol. 
lowing a unique system taught him by 
a real forger who had been paroled by 


the lowa State Penitentiary. before 
engraving the signature, Bushong 


sketches it upside down and backwards. 
This prevents any of his own writing 
characteristics from slipping into his 
work, he explains. 

Bushong started off his career of 
forgery at the top—-his first job being 
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ast /hatton 
a EASTERN STAR PINS 


o wl 
Here is a selection of truly 
beautiful pins to honor the 
Eastern Star Past Matron. 
She'll be proud to wear any of 
these glamourous styles pre- 


sented as a tribute for her 


years of service and leader- 


ship. 


Wefferling Berry is known for the 
high quality of its emblematic 
jewelry and for its extensive 
selection. We manufacture the 
finest Masonic, Shrine, Scottish 
Rite, Knights of Columbus, Elk, 
Moose and other lodge and fra- 


ternal jewelry. 


NUMBER PRICE DRSCUIPTION NUMBER PRICE DESCRIPTION 
230 A. Past Grand Matron pin, 15 diamonds 63007 $82.00 Enamel star, | diamond 
231010 e 1 diamonds white gold 

"231 Bame as above, altar center "630 46.00 Same without diamond 
363-806 50 16 diamond 630-404 170.00 Enamel sta diamond 
*363-8 . ame as alove, altar center or white 
366-2 ' 5 damonds 632-507 84.00 Yellow gold chased 
394-506 ' 5 diamonds mond center 
394-607 1 diamond 63206 70.00 Enamel star, diamom 
394-1008 00 1 diamond B27W-1 = =:135.00 5 diamond: 

"394-10 00 Without diamond #30-1x 70.00 5 diamonds 

Write Dept. CK.2 for ou og A ' / reyes one " an gs " border ba my yp oped 1] diamonds 

. oiiow pri tere Gamond in center Same without diat 
latest 60-page catalog of *619.3 Same as abovew.altaretr,nodiamond 2019 135.00 10 diamond 
fine emblematic jewelry 619-5 8 diamonds (keystone) 


Stone point stare exce pt ae noted 


* Not Ullustrated 


ee 4 fe — 


Meneeten”r AME@RIcaAnN oewm socrtervrty 8S ROGE STREET. NEWARK B., N. J. 
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a personalized pen and pencil set for 
President Calvin Coolidge. Since then 
his talents have made him widels 
known, particularly to large firms that 
personalize vast numbers of pens as 
gifts. He was even spotlighted in a 
tipley “Believe It Or Not” column. 
Today, at 56, Bushing still finds his 
Although 


he operates a jewelry store. helped by 


forgeries in great demand. 


his wife and assistants, the old master 
handles all the signature engraving 
himself and actually has little time left 
for anything else. 


ce, NO FUEL like an old fuel. 


says the Anthracite Information 
Bureau. 

What's more, it means to prove it. 
Recently, the bureau handed out an- 
thracite cuff links, earrings and tie 
hars to mayors and other personalities 
as part of a public relations drive to 
emphasize that anthracite is not a dirty 
fuel, 

The 


j 
NAVE 


used in the jewelry 
black that 


reflects several diflerent hues. 


“stones 


an iridescent color 


Much to its surprise, the bureau 


has since been receiving numerous 


requests from fuel dealers and others 


ee ee ee Se 











ite 





their 
Demand has been so heav* 


for similar sets for own 


that the 
bureau has set up a special depart- 


use. 


ment to handle orders of the unique 
jewelry, 





fH AsHion NOTE: Dog lovers in style- 
conscious Paris can now make cer- 
tain their pampered poodles are given 
proper attention for their daily stroll 
along the Champs Elysées. 

The newest fashion for canine cuties 
is a decorative collar featuring a simu 
lated wrist watch, complete with fanes 
leather strap and shiny buckle, 

Please, no puns about watch dogs! 
watch 


IMPORTANCE of a wrist 


— 

was never more dramatically illus- 
trated than 
Wilmington, Del., involving 25-year. 


old Isaac J. Parks. 


Isaac went out for a stroll one night 


hy a recent incident in 


and quietly crept into a home in an- 


other section of town: he located the 


. 
= ” ie 
0" + =e 


Bch Rider 


“Aft the sound of the breaking main spring, it will be Apex 
Watch Repairing time aaain!” 
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bedroom and calmly slipped into bed 


with the lady of the house. Her hus- 
band was downstairs watching TV. 

The woman thought Isaac was het 
husband, until she noticed one highly 
significant fact: he wasnt wearing a 
wrist watch. Her husband always wore 
one, She screamed... 

To make a long story short, Isaac 
now faces a $500 fine, 10 to 40 lashes 
still the 


‘ : ’ 
post) and 3 to 25 years in prison! 


( Delaware uses whipping 


ro USELESS (on 


up-to-date 


INFORMIATION: 
keeping 


our pole y of 


readers on ttems which 


have undergone the “glamor” treat. 
ment, we advise that it is now possible 


to buy light switch plates encrusted 


with pearls, branch coral and tiny 

white heads. 

b ger e-s JoserpH SAUNDERS, owner 
of Saunders’ Jewelry. 152 Main 


St.. Hackensack, N. J., is a man who 
loves children. 

\ few Saturday mornings ago, he 
played host to a Cub Seout Pack from 
the 


pleasing, all around, 


his area and results were quite 


The idea of in 


viting such youngsters came from an 
article in The Detector, house organ of 


Alliance, 


The Cub Seouts who ac epted Saun 


the Jewelers’ Security 


ders’ invitation had a fine visit and 


learned something about a whole new 
Theis had 
tunity to look over the jewelers varied 


alow k. 


good time showing the boys around 


world, fathers an oppor 


Saunders had a whale of a 
his store, 
One uneasy parent, noting an island 


display of fine china, cautioned the 


high-spirited hove: “If you have to 
break anything fellas, make ita $2 


item. please!” 
One young Cub, carefully noting the 
value of Saunders’ merchandise asked 


+s Are 


Another of the youngsters also came 


him: you a millionaire?” 


up with a startling question, while 
looking at the flatware display: 
“Don't you have any of this stuff 


in gold?” 

In exhibiting his diamonds, Saun 
ders drew some appreciative whistles 
by holding three the 
palm of his hand and stating that they 
were worth as much as a 1956 Cad- 
illac. That. the boys could understand. 


diamonds in 


To lop off their visit. the (‘ub Scouts 


were treated to ice cream and cookies 
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© The last two feet is more than the retail jeweler s 


counter, across which he must move his merchandise 
into the public's hands. It is a battleground, a challenge 
and an opportunity, the critical area where his business 
ultimately prospers or merely plods along. 


liowever he looks at those two feet. he is not alone 


there. Through all the channels of manufacture and 


distribution. everyone concerned with the jewelry busi- 


ness has anticipated his problem, 

Lepecially the manufacturer. It is true that the man 
who makes the merchandise is paid upon delivery, ot 
fairly soon alterward, but he knows full well that unless 
that merchandise is delivered profitably to its ultimate 
goal.the consumer——he will not be selling his goods 


next month. next season or next vear. 


\ measure of the importance the manufacturer at 


taches to the ultimate sale of what he makes is the amount 
of talent, time and money he pours into sales aids. 

(For examples of the variety and quantity of selling 
aids that the manufacturer offers the retailer, just leaf 
through any issue of THe JeweLers’ CirncuLar-Key- 
sTONE. There you will find material from which you can 
make an intelligent selection to fit your store.) 

Starting with national advertising in consumer maga 
zines, on television and radio and through many other 
media, the manufacturer pours millions of dollars into 
techniques and concrete aids that will help the retailer 
sell. Mats for local newspaper advertising, film strips 
for local TV and motion picture theater advertising, 
counter cards, folders to stuff into envelopes with bills, 
direct mail brochures, consumer information leaflets 


and tags, packages designed to sell-—all these, and many, 
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THE TOP OF YOUR SALES COUNTER 















many more rush in a flood from the manufacturers. 





The jewele: need take advantage of only a tiny part 





of this flood. need choose only those aids that suit his 





personality, his store s personality, his customers. 





lt is just common sense, this realization that the 












manufacturer wants above all to get his merchandise 
across those two feet of counter Lop. 

lt is just common sense, this view of the channels 
of manufacturing and distribution, with everyone working 
ultimately for the retail jeweler, They work for him and 


with him because their goals are the same. 

\ good look at what the manufacturer is doing (de 
scribed on the following pages), should convince the 
retail jeweler that on this critical battlefield, at those 


last two feet where all his thought and effort and sweat 


are com entrated. he is nevel alone. 
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* Manufacturer's national and retailer's local advertising combine into a potent force. 
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THE LAST TWO FEET 





... where the successful advertising campaign pays off in 


the sale vou complete at your counter 


® Manufacturers in the jewelry field spend millions of 


dollars each year to sell their products to the American 
public. Their ultimate aim is to bring together the buyer 
and their product, in the jewelry store, for the last two 
feet, that vital counter over which every piece of mer- 
chandise must travel to successfully complete the sale, 
that all-important area where the jeweler’s very business 
life is at stake, 

The American consumer is bombarded from all sides 
with advertising, from the moment he wakes up in the 
morning to a tune on his clock radio until he retires for 
the night after watching a late TV show. At both times 
his entertainment is liberally spi ed with inducements to 
buy. 

During the daytime, the average person is subjected 
to almost constant sales appeals, on his car radio, via 
car cards in busses and trains, in newspaper and maga- 
zine ads and on billboards. 

His wife or daughter has all these inducements, In 
addition, she is specifically catered to by the daytime 


radio and TV programs and by the women’s magazines. 
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As a result of this intensive round-the-clock advertising 
activity, millions of people are encouraged to go to re 
tailers across the country. They have an interest in a 
product and in this frame of mind make the best possible 
customer for the alert jeweler. 

Thus the average customer is brought by national 
advertising to the point where he wants to buy, let's say, 
a watch. He has seen it advertised in a consumer maga 
zine or heard its virtues extolled on the radio, He has a 
strong desire to own the watch but he requires a furthes 
impetus before he will actually go out and put his money 


on the counter. 


Retailer-manufacturer cooperation 

lt is at this moment that the retail jeweler must join 
forces with the manufacturer if all the work in design, 
manufacture, packaging and selling are to mean a com 
pleted sale for him. If he is a typical jeweler, the chances 
are that he will be a regular advertiser in his local news 
paper with a heavier ad schedule at his peak periods, 


But will this be enough to get the would-be watch buyer 
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into the jeweler’s store? The chances are likely to be 
good if he can convince the prospective buyer of two 
things: that he carries the merchandise and that his 
jewelry store is the place to buy it. 

With precisely these factors in mind, today’s manu- 
facturers are appropriating sizeable amounts of money 
to bridge this gap between selling through the national 
media and the arrival of the customer at the point-of- 


sale, the jewelry store, 


Manufacturers offer selection of mats 
Among the many and varied selling tools that manu- 


facturers are making available to jewelers are news- 


paper mats, Normally offered in the form of a mat hook. 


they give the retailer those ads which he feels are best 
suited to his selling area, his customers and the estab- 
lished character of his store. 

These mats, designed with great care by the manu- 
facturer or his advertising agency, with the retailers 
particular problems in mind, form a link between the 
ad for the watch, seen in last week's issue of “Life,” or 
on TV the night before, and the jewelry store where that 
same item can be purchased. 

Yet another advantage for the retail jeweler is the 
fact that, by making use of manufacturers’ mats, he 
can take advantage of advertising copy and artwork 
produced by a skilled team of writers and artists. Such 
talent is usually not available to him locally at a price 


that he can afford. 
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* Sharpen your focus for successful advertising. 


While local newspapers still enjoy the leading position 
as far as jewelry store advertising is concerned, the 
importance of the TV and radio is growing. Typical of 
the varied advertising materials made available are TV 
and radio spot announcements, by a sterling manu- 
facturer; a watch company offers TV scripts and another 
watch maker, TV films. A leading ring manufacturer 
supplies playlets, suitable for use in local movie houses 
or on TV, and a fine china maker supplies its dealers 
with spot radio announcements. 

That greater use of advertising materials supplied by 
manufacturers can be made by most jewelers is indicated 
by the results of a survey recently conducted by the 


National Retail Dry Goods Association. The study showed 
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that some 70 per cent of the retail stores polled used 
advertising mats, but that only 13 per cent used them 


regularly. 


The retail jeweler helps himself 

The jeweler does himself a favor if he makes con- 
sistent use of these selling aids, The expense and trouble 
in doing so are relatively small to the return that is 
possible. 

They become relatively even less expensive and trouble 
some if the jeweler will realize that they come into play 
in the critical area of the last two feet, where the chips 
are down and where his sale is made or lost, his profit 


created ot dissipated, 
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... where you show the merchandise which the 


consumer has seen in the literature you have sent him 


® When buying decisions are made in the home, that 
becomes as much a part of the jeweler’s vital last two 
feet, where his business progresses or falls behind, as 
the selling counter itself, 

The jeweler, who has made his entire store a show- 
case and who looks to impulse buying for much of his 
business, may not like that situation, but since he can’t 
defeat it, he is better off working with it. 

Unlike insurance agents, representatives of some 
housewares manufactures and salesmen for innumerable 
club plans, the jeweler cannot make personal calls on his 
customers in their homes, 

Yet, home selling is an integral part of the passage 
his merchandise must make across the last two feet. In 
the battleground for sales, the home is a bastion that 
must be taken. 

How can the jewelet pet into the home? Through the 
intelligent use of consumer literature. The importance 
of this reading material cannot be overemphasized, It 
can be an invaluable selling tool, It is doubly valuable, 
for it can also serve the jeweler as a sales training aid, 

Among sales media, it ranks high in efficiency and 
economy, delivering the selling message fast. Although 
it takes many forms-——-envelope stuffers, folders, cata- 


logues, enclosures, leaflets, pamphlets, labels and product 
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tags--the purpose is always the same, to stimulate the 
consumer further, to give him specific information, to 
get him into the store. 

Manufacturers spend great sums on this material be- 
cause they know its importance to the jeweler’s business 
at the last two feet. For example, because he knows how 
much it may count in determining whether a sale will 
be made, a leading watch manufacturer offers retailers 
booklets at two for a cent, booklets that would cost the 
jeweler from eight to 20 cents to produce himself. 

For most jewelers, the familiar stuffer used with bills 
remains the most widely used piece of consumer litera- 
ture. Only 2 per cent of the nation’s retailers do not use 
them, a recent survey carried out by the National Retail 
Dry Goods Association showed, 

But, the survey also brought out the startling fact that 
only 4 per cent of the retailers make proper use of other 
direct mail material-and jewelers are among the most 
guilty. Many use only one other piece—the annual 
Christmas brochure. Others go but one step farther and 
send out material for Mother's Day and perhaps, for 
graduation time, 

An active imagination can constantly turn up new 
methods for utilizing reading material. 

How about a reminder of the store's repair services? 
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* You can sell in the customer's home—through manufacturer-supplied literature. 
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* Counter cards are ouly one of many promotional aids you can use to build vour profits. 
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... Where you can use skilled manufacturers’ promotional 


aids for your own success 


® The uses of promotion are specific and to the point 
the point-of-sale, 

In working at his vital job, getting his merchandise 
across those critical last two feet, the retail jeweler has 
at his command innumerable promotional aids supplied 
by the manufacturer. But these aids can flow right past 
the retailer unless he actively siphons off some of this 
assistance to irrigate his business, 

It takes imagination and a sense of business-like sele« 
tivity to do so, for manufacturers’ promotional aids and 
advice are available for virtually any department of the 
jewelry store, in any season, to tie in with any occasion, 

What promotions to use, when to use them, how to 
orient them to his community and how to make them 
conform to the personality of his store-—-these are some 
of the active steps the retailer must take. 

Like any other sound idea, successful retail jewelry 
promotions began as long ago as the existence of the 
need for something more than static, row-on-row display 
of merchandise, merchandise that was fine but mute, 
elegant perhaps, but shy. With the increase of competi 
tion in jewelry lines from non-jewelry outlets, the retail 
jeweler’s need for good promotional ideas and techniques 
also prew. 


Of course. wholesalers and retailers have contributed 
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to the development of effective promotion, but today, the 
manufacturer is the primary source for these sound, 
salesworthy techniques. With high-powered and high 
paid merchandising brains on their payrolls, manufac 
turers are in the best position to synthesize the thinking 
of the past and, most important, to devise new promo. 
tional ideas to meet the ever-changing demands of the 
business world, 

Thoughtful retailers, of course, regularly initiate their 
own promotions, geared to their specific needs, These 
successful selling ideas seldom go unobserved by manu 
facturers’ merchandising men or salesmen, who con 
scientiously report them to the home oflice. 

There, retailers’ ideas are sorted, studied and refined 
and proved and proved again in other retail stores before 
the manufacturer, convinced of their worth, packages 
them and offers them to the trade at large. In this way, 
the bread cast upon the local waters by one intelligent 
retailer comes home to him and to his fellow-jewelers 

This does not mean that every retailer must start from 
scratch to produce his own promotions. It does mean 
that he has available to him not only complete promo 
tions conceived and developed in detail by the manufa 
turer, but ideas stemming from scattered individual 
businessmen and worked up into plans of real use to 
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... Where a handsome jewelry box compliments your 


merchandise, tells the customer that both you and the 


manufacturer value highly what you show 


* In the retail jewelry store, itself an elaborate setting 
for the most imaginative and desirable merchandise 
man has produced, the individual packages can be the 
final influencing factor at the customer's moment of 
decision as he stands at the last two feet, the area where 
the jewelers profit is made or lost, 

lt is the jewelers peculiar advantage that his store, 
community s most expensive per square foot of fur- 
nishing and stock, is a stage that sets off the merchan- 
dise, In this atmosphere, manufacturers’ packages be- 
come a frame within a frame. 

If the purpose of advertising is to pull the customer 
toward the merchandise and the purpose ol promotion 
to push the merchandise toward the customer, then 
packaging is the keystone, tieing together these and the 
other elements of the arch of selling. As a primary 
sales aid, it benefits both the manufacturer, for whom 
it is brand name and product identification, and the 
retailer, for whom it is still another powerful selling aid, 
often the one that gives the final push, over the counter 
into the customer's hand, 

Manutacturers have not always supplied attractive 


packages for theirs products. { ntil the early 1920's. the 


retailer himself boxed watches, for example. But once 
the trend began, spurred by a few far-sighted manu 
lacturers, it spiralled until now, only a generation later, 
millions of dollars are spent for new surroundings fos 
the endless variety of products of the jewelry industry. 

With the total cost for just one new box, including 
the design, tools and dies, running into the thousands, 
it is obvious that no retailer could begin to package 
ellectively even a few of his many items. Only the manu 
facturer can finance the talent needed to give his prod 
uct the package it deserves, and this service is available 
to the jeweler always, without additional cost. 

The study and effective use of color, fabric, style 
over-all design has produced such showcase packages 
as would not have been thought possible less than a 
generation ago, 

The manufacturer thinks through his problem before 
ordering a package designed. What feature of the me 
chandise does he want to stress? How should the pack 
age play up brand identification? Is it versatile-—can 
it be used in windows, or in display cases, or on the 
counter top / 

Once a box is designed and produced, it is played up 
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@ A package is more than a box. It enhances your merchandise and is a powerful sales tool, 
/ 
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Just one weekly 
T'V spot, combin- 
ing manufacturers’ 
films with live 
material, raised 
sales for this 


Texas jeweler. 


SECONDS TO SELL 


sv J.H. R&EO 


© A Texas retail jeweler credits the regular use of tele- 
vision advertising, which includes manufacturers’ film 
material, for an increase in the sales of diamond rings. 

To meet competition, Carl Gildemeister, owner-mana- 
ger of Gildemeister's, 122 Broadway, San Antonio, de- 
cided five years ago on a three-way program. Two of 
his decisions involved a complete remodelling of the 
65-year-old store, including a new front, furnishings and 
fixtures, and completion of the course offered by the 
Gemological Institute of America. The third phase was 
the stepping up of television advertising. 

Analyzing local jewelry store advertising, Gildemeister 
realized that he could not compete with the half and full- 
page ads regularly run by the chain stores, On the other 
hand, he was aware that the television field was wide 
open to the independent retail jeweler in San Antonio. 

For several years, Gildemeister’s had used television in 


the spring and fall to implement its bride, commencement 


80) 


and Christmas newspaper and radio advertising. To aug- 
ment this schedule, the jeweler contracted with a local 
television station for a 60-second spot period at 10 p. m. 
every Thursday, throughout the year. 

Gildemeister increased his advertising appropriation 
by about 30 per cent to include television, but much of 
the cost was covered by shifting advertising that formerly 
had gone to local radio stations, 

His most pressing problem then was: how could 60 
seconds a week of television time be put to the most 
effective use to increase sales in his store? 

The jeweler decided that he would concentrate on dia- 
monds, watches and jewelry in this proportion—75 per 
cent of the TV time for diamonds, 20 per cent for 
watches, 5 per cent for jewelry. 

His reason? Since Gildemeister and his son-in-law, 
Richard Reiner, had qualhed themselves as experts on 
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THE MOST BEAUTIFUL LADIES’ EXPANSION BAND 


FLEX-LET HAS EVER CREATED! Mf, 
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NOW! 


rex cer IHIN MAN DEVORE 


SO BRILLIANTLY CLASSIC IN DESIGN, IT WILL STAY IN STYLE FOREVER! 

















N & VW | Follow-up to the most successful man’s band in years! Looks 


thin as a dime! Feels light as a feather! Hand-lapped mirror finish...like 14K gold 
jewelry! With 10K yellow G. F. top, stainless back. RETAILS 
STYLE NO, 104-—straight ends. STYLE NO. 106—curved ends. 10.9 gS ue 


senarenm [7 ae 


It exvanda and 
contracta, flexes 


ire-diheant with , | THIN MAN DELUXE IN STAINLESS STEEL! ONLY 6.95 
itje-ike prace ant ) fed. tax exempt 


suppleness unique . ”" ; 
in the band field! Just imagine! Beauty and design never before possible in stainless steel. 


Now, for all waterproof watches, the world’s most durable watch band! 


T-w-t-8-7 tT! i | | STYLE NO, 107 —straight ends. STYLE NO. 109—curved ends. 


Only TRU-RIVET® 
CONSTRUCTION en- 

ables “Thin Man . 

DeLuxe” to pass » AGAIN and AGAIN Destined to outsell any single 
thie Torture Teat “of i, oa It never geta out of 

... to take such a | aS shape! Always hugs man's band style on the market! 
beating and atill ) , the wrist as ane a 

snap back and | gently, naturally as Order an assortment in yellow 


work lik w! ” the skin iteelf/ 
Hitekcegetumee / and white today! 


WARNING -u.s. retort no. 2,004,000 


protects thie exctusive conetruction teature. 








NOW ! vou can 


GAIN VOLUME SALES AND HIGHER PROFITS 
FROM LADIES’ CORD ATTACHMENTS! 


FLEX-LET has transformed ordinary cords 
into exquisite jewelry! 
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CUSTOM-MATED 
CORDS 


V/A 


‘d Mtl VA oe. WAUA (ly | x Y ye A 








A. STYLE NO. 261 yellow or white BS. STYLE NO. 257 yellow or white Cc. STYLE NO. 258 yellow or white 
“Golden Braid” ends, adjustable ratchet. “(olden Dot” ends, adjustable ratchet. “Golden Heart” ends, adjustable ratchet. 
STYLE NO. 259 same with center catch STYLE NO. 255 same with center catch STYLE NO. 251 same with center catch 
and safety chain. 3.906 1) and safety chain. 3.96 rT) and safety chain. 3.96 7 | 


It’s so easy to “trade-up” toa bigger unit sale, a bigger unit profit with Flex-Let’s 
ingenious new jewelry creation, CUSTOM-MATED CORDS with Ends that Blend. 


THE PERFECT WAY TO SHOW 'N SELL 
“CUSTOM-MATED CORDS” 


Freel FE ye-catching merchandising dis- 
play in full color with your order for 1 
dozen (4 each of 3 styles shown). Custom- 
mated cords come in Flex-Let’s beautiful 
plastic and velvet watch band package. 


Don’t detayt This display in your 
window or on your counter will attract 
new customers to your store...new sales, 
new profits for you! 


ORDER TODAY! 









FLEX-LET PRESENTS 


“it’s given-us a complete 
watch band department” 
“has simplified our 
watch band selling” 
“gives us finger-tip 
inventory control” 


“customers actually stop and 
pick out the style they want” 


“we're now selling more bands 
with less inventory” 


‘made our salespeople more 
watch band minded”’ 


“it’s doing a magnificent 
job for us” 

“our watchmaker made more 
band sales than our 
regular saleamen” 
“made watch bands a 
mighty ‘hot’ item 

in all our stores’”’ 

“our watch repair dept, 
is now a watch band 
sales department too”’ 


“average increase in all 
stores is about 85%" 


“increased our watch band 
volume” 


“17% sales increase in 
watch bands 


“this is the best yet— 
band sales have doubled” 


“has glamourized watch bands 
... mereased our sales” 


“never dreamed we could 
have such an efficient 
watch band dept.” 


“now we make the ‘out-of-stock’ 
sales we used to lose” 


‘completely departmentalized 
watch bands for us” 


“suggested many other sales”’ 


“created impulse buying” 





“SELF-SERVICE” 
WATCH BAND 
MERCHANDISER 


“A complete 
watch band department 
at your fingertips ” 


NO. 250 


WATCH 
REPAIR DEPT. 
WATCH BAND 
MERCHANDISER 


“Turns your watch repair 
service area 
into an extra selling area’ 


CUSTOM-MADE 
WATCH BAND 
SHOWCASE 
TRIMS 


“Organize your showcase 


for greater watch band sales” 





your #110 Fiex-Le 


serchandiser has done 


s! 
a sagnificent job for UV 
inventory 


_ ginger-t+P 
makes for faster sales.-- 
incr 
volume.” 

v. ROTHBAUY , 


president 
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“Flex-Let has opened our 


eyes to the fact that 


esmansh Lp 
with use of 
surprised 


is not 
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required 


yerchandiser! -: 
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find ov 
to watcn 


now are very good 
band salesuen.” 
JAMES G. MARKS, 


president 
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Flex-Let has done © 
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NED COHEN, 
president 
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FRONT VIEW 


o” high 19° wide 13” deep 


Makes shoppers think watch bands, want watch bands, buy watch bands! 
@ Directs store traffic to a sure-fire selling area! 
@ Shows and sells 10 luxuriously displayed styles under glass, maintains an 
inventory stock up to 100 bands in 20 rear drawers. 


© PROVED! The most brilliant sales producer 
and most efficient inventory control unit ever 
designed for jewelers’ counters! 


© PROVE IT YOURSELF! Merchandiser 
is yours FREE with order for only 60 Flex-Let 
bands! Must include at least 5 men’s and 5 
women’s styles. Use Flex-Let watch band mail 
order form or request “No, 110 assortment.” 







REAR VIEW 
padded velvet top 














closed 
for watch 
inspection 





21%” high 
16” wide 
11” deep 





Deep, soft velvet cover makes comfortable working area for watch- 
maker. Cover lifts and 10 luxuriously displayed bands are in instant 
view. Stocks 10 additional bands in rear drawer. 


« PROVE D! Adds watch band sales to 


watch repair joba! 


e PROVE IT YOURSELF! Merchan. 


diser is yours FREE with 2 each of 
Flex-Let’s 10 top-selling bands—5 ladies’ 
styles and 5 men’s styles. Use Flex-Let 
watch band mail order form or request 
“No. 250 assortment.” 


open 
for watch band 
sales 




















The most impressive presentation of watch bands ever created 
for your store! Three sections combine to form one magnificent 
6’ trim, or sections are available individually. Each unit is 4” 
high in rear, tapering to 1” in front. Plastic drawers in rear hold 
watch band stock. Pressure-fit wells hold band packages secure. 
Velvet finished in 3 color-combinations: Wine and Silverdew, 
Aquamarine and Wine or American Beauty and Light Grey. 
UNIT NO. 2.3 center section. Displays 18 
bands--9 women’s, 9 men's; stecks 40 


bands 5 each in 8 rear drawers; meas- 
wres 16” deep by 36" wide 


three section 6 trim. Dis- 
plays 42 bands 21 women’s, 21 men’s; 
stecks 80 bands —5 each in 16 rear draw- 
ers; measures 16” deep by 67” wide. FREE 
with your order for a $275. assortment 
plus any five $9.95 1.1. bands at retaii 
your cost, without tax, $9.05 each 


UNIT NO. 1 





e PROVE D! such a great new concept of watch band retailing, 
it has set a new standard for the industry! 


PROVE IT YOURSELF! For FREE trims, custom-made 


for your store, use Flex-Let watch band mail order form or re- 
quest pre-packed assortment for ‘Unit Nos, 1,2, or 3” —as desired. 


UNIT NO. 2 of UNIT HO. 3 FREE with order 
for a $150. assortment any three 
$9.95 1.1. bands at retail.-your cost, with- 
out tax, $9.05 each. 


UNIT NO. 3 -— two 16” side sections; one 

for men’s and one for women's bands 

ach di 12 bands (24 total) each 

stocks bends -5 each in 4 rear draw. 

- 2 Pa gaae each measures 16” deep by 
” wide 













S/846 retails 
4.95 T.1. (white) 
S/845 retails 
4.95 T.1. (yellow) 



















S/856 retails 
6.95 T.1, 


S/800 retails 
8.95 T.1, 
(hand engraved) 





j 259 reta ils 


C 
8.50 T.1. 


C/652 retails 
2.95 T.1. (yellow) 
C/653 retails 

2.95 T.1. (white) 


S/463 retails 
S/864 retails 7.05 T.1. 


6.95 T.1, 
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at no extra cost! 
Standard package 
for links, tie bars 
and matching sets. 


S/803 retails 
8.95 T.1. 
(hand engraved) 
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S/811 retails 
6.95 T.l. 














| WHICH YOU NEED SO BADLY 


THESE DAYS! 
















R | 
+h priced exclusively 


1 2.95 9,95 me 


unbelievable at these prices! 









S/836 retails 
7.95 T.I. 



















S/482 retails 
$.95 TI. a 
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S/8538 retails 
§.95 T.1, 
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S/880 retails 
7.95 T.1. (white) 
S/879 retails 

7.95 T.1. (yellow) 









S/8&78 retails 
9.95 T.1. 






S /806 retails 
§.95 T.1. 






BEAU BRUMMELL 
SHOW 'N SELL TRAY 


FREE! With your order for only 18 pieces! 
A men’s jewelry fashion show right 

at your fingertips, for quick, easy, 
over-the-counter presentation. Pads from 

Beau Brummel Men's Jewelry box fit partitions 
of hand rubbed oak tray. 








ONLY FLEX-LET GIVES YOU, 


THE JEWELER, 


THIS UNCONDITIONAL 


| mine | sas 
PROFIT- | ' | r 


REPAIR- 
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Only FLEX-LET gives this 
Si fete) jeiegiel. 7 ie 
REPAIR GUARANTEE 
for the LIFE OF THE BAND 


MBA BABA BSBA BAK Bh BO BABA BABS 


That's what the Flex-Let unconditional repair guarantee for the life of the band 


actually means to you. Beyond a shadow of a doubt the Flex-Let guarantee... 


CLINCHES 

WATCH BAND SALES! 

You need only say: “and the quality 

is tops. /magine! This band comes with an 
absolutely unconditional repair 
guarantee for the life of the band!!! 


PROTECTS YOUR PROFITS! 


With most other makes of bands, you have 
to pay out $1.00, $1.25 or more each time 
you have a band repaired. This drains 
away a substantial part of the profit you 
made on the original watchband sale. 
With Flex-Let, you never pay for repairs.’ 


*Juat the conaumer charge of 35¢ for postage and handling. 


YOU CAN'T AFFORD 
to overlook your biggest 
watch band sales-buiider, profit-maker 
the unconditional repair guarantee 
that only Fiex-Let 


BUILDS GOOD WILL 
FOR YOUR STORE! 


Should the occasion arise when a repair 

is required —even years later — you can say: 
“No repair charge!’ (We wish you 

could see some of the letters we receive 
from consumers and jewelers expressing 
the good will this guarantee creates.) 


CREATES EXTRA GOOD 
BUSINESS FOR VOU! 


Y our store benefits by this good will because 
the satisfied customers become loyal 
customers! They come back to make other 
purchases! You create the kind of 
confidence it takes to bring in diamond and 
silverware purchasers! You step up your 
store traffic because pleased customers tell 
their friends! And the most powerful 

copy line you can possibly put into your 
own advertising of watch bands is: 
“Comes with an unconditional repair 
guarantee for the life of the band!” 


~ PLENCLET 


FPLEX-LET CORP. S580 FIFTH AVENUE. N Y SEN Y 


FACTORY: EAST PROVIDENCE, R. |! 


Soild exciusively in Canada by: GUILOCRAFT, LTD., 119 Adeiaide St. West, Toronto 
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ro WORK FOR YOU 


The wise jeweler will look to the over-65 group 


to satis fy some of hts personnel needs 


Hy krnect 


ae In my 66 vears I ve held a lot ol fobs, but lve neve 


ippres jated) one more or tried harder to make good than 
This 
was sincere in his statement 
idle 


He is cote membet ol a vast APoup ol rrieti and women 


(tl the one | have now. old-times 


countel and his boss knew 


they were not words. 


whe offer every jeweler an excellent source of help, men 


and Wothenh eave and willing to do 


“social security 


ot 6 still Possessing good health but lost in retirement 


“| was really desperate when | started hiring these 


men. one businessman said recently. “because | was 


completely led up with paying high wages to men and 


women who only half did their jobs, showed no spirit o1 


interest in their work and had very little loyalty to our 
store, 

“Now | hire every older man | can find who will fit 
into selling in my store. My customers like them, they 
like their jobs and they appreciate the opportunities 


Their being on social security requires a little planning 
that wouldnt be necessary for ordinary, employees byuat 
it has paid off many times over.” 
about three million such retired workers in 
Many are still hale and hearts 
and find time heavy on their hands: thes 


willing to take jobs which will fit into their skills. 


There aie 
the lL nited States today. 


are more than 


abil 


ities, physical strength and still not impair their social 
security checks. 
POR FRRRUARY, 1056 


hehind the 


a good job the 


individuals” who have passed the ave 


iW 


hau 


\ number of firms in different fields have tried these 


employees; lew have abandoned the idea and host are 
looking lor further opportunities to use not ons those 
retired sie ial se" urits people brut physi alls hand apped 


Ww ell 


Vany jewelers have found such individuals have much 


rie*ti and Wore? as 


more patience in handling customers than do younwet 


men and women, that they have a much greater incentive 

to make good at their jobs, that they take pride in then 

work and want to protect what they have gained 
Naturally, this group must be narrowed to those people 


still Vivorotis and heart, lar unpaired 


past 65 who are 
health at this age can be too much of a handicap to merit 
i The head of oie metropolitan 


that 44) 


consideration fey a job 
olhece 
riie’ti past fy nie perfectly capable ot working } 


lhe big 


it will not affect their social security checks Hv law the 


= 4 pe ial ae" urits estimates pret cent 7) all 


problem is to arrange compensation so that 


recipient of so ial security funds is limited in his annual 
Viost 


lirms employ vier sit iT individuals have solved the prroobele iri 


earnings if he is to remain eligible for benefits 


by determining the wage rates in agreement with each 


individual and then setting up an employment » hedule 
to conform to the legal limit. This can be done by having 


such workers report if} ahifts (or hail days cit lean crt 


working only two to four dave of the week 


[hese older citizens offer another excellent source as 
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Frederick H. Pough 


Cem Consultant 


Paratleling the increased appreciation 


® Kelore delving further into esoteri 
vemstones, like apatite, a discovery 
of the Western lapidists, which are 
finding their way into our field via 
the handmade silver jewelry of the 
amateur and the tumbled baroques, it 
would be best to winnow through 
the varieties of quartz which dom} 
nate the tumbling barrels in any 
region 

Qur first attention has been di 
rected toward important jewelry 
stones that are best known in the 
lransparent state in which they ar 
presented to us as facetted gems. We 
have seen that almost all of these 
stones are much more abundantls 


available in flawed examples, at 


tractive but of almost negligible 


value because the cutting cost exceeds 
the value of the finished gem. With 
the advent of tumble-polishing and 


a rising appreciation of the beauty 


of ¢ her 





beauty Will be a rise in the economic importance of 


CRYSTALLIZED QUARTZ BAROQUES 


ol stones, a8 opposed to the appeal ol 
mere costliness so conspicuously ex 
hibited by the diamond. these some 
what flawed stones have now found 
their own niche in the trade 

If the new appreciation is properly 
cultivated, the economi importance 
of these stones will surely, expand 
their ready availabiliy makes it 
also a commercially practical evolu 
tion. However, this type ol material 
now needs more intelligent attention 
from the jewelry designer and crafts 
man, since the supplier is well ahead 
of the manufacturer in their = re 
spective fields, Nature has still more 
to offer, and the manutacturer has 
lavged in his appreciation of the 
really beautiful products of the 
tumbling barrel. 

The real problem is the old 
economic one, with too often the 
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Winner of “Diamonds, U. S. A.” Award for outstanding achievement in Jewelry design. 


\? 
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Sa ***treceny giat®' 
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(, 


for chose who desire the finest 
Each piece a masterpiece of the jeweler's art 
Available on consignment for your 
special requirements. 


Please specify price range desired 


ULL Abrabeds 


551 Fifth Avenue, New York, 17, N. Y 


Phones: VAnderbilt 6-0457-8 


For prompt attention please address all inquiries Dept. K-37. 





No other gift expresses you so well 


A measure of your taste is given by the rare beauty and 
brilliance of a diamond, 


The depth of your affection is reflected in the prestige of 


this ine omparable ver. 


The quality of your judgment is revealed, for in all the 
world there is fi) more enduring value than ichor e diamond. 


regardless of its size Oo! pri S. 
Your position in life is reflected by the diamond. most 
cherished of all gems. 


Thi eau les ‘7 d (stig / midhe 


timnportant hirthday al “debut the 













Promoting your 





gift diamonds 





New man-to-man 
diamond advertising in Time, 


The New Yorker, Town and Country 














\ddressed to men, selling for you, this new diamond gift is more significant and eflee- 











advertising is promoting the diamond gift tive than any other obtainable at a compa 
tradition. Kunning in addition to the na- rable price. It includes a reminder listing 
tional advertising promoting the engage- of gift occasions, gives important informa 
ment diamond tradition, it’s aimed at the tion on diamond sizes and prices. Tie in 
big market for diamond sales among with this new advertising... use this 
people beyond marriage age. Strongly com. approach-to-men in your own selling 

petitive, if defines the basic reasons why a promote diamond gifts to increase sales, 









The advertisement shown opposite 


appears in 





1 The New Yorker, January 7 





‘Time, December 5 






‘Town and Country, hebruary 





Advertising promoting the Engagement Diamond Tradition ts working lon 





youl iti leading national weeklies hile Look | hee Saturday hvenine Post 






De Beers Consolidated Mines, Ltd. 





Showmanship 


° Lverybody likes a fight. Any kind of fight. 

You and | could go to a prize fight tomorrow and 
although the battle in the ring was at a peak of excite- 
ment, if two drunks in the row behind us started a braw! 
ol their own, the whole crowd would swing around and 
watch them, 

For further proof of the public’s intere=t in conflict. 
just take one look at your daily newspaper. Thirty-six 
million people buy a paper every day. Why? You can 
live without a paper, Your bank won't burn down, your 
kids wont get sick, your wife won't leave you. But you 
buy a“ paper every day bene ause newspapers put ati the 
world’s greatest show, rea hing more people than stage 
and screen combined, 

They mirror the world-wide show we know as life 
in the news—-in the comicse—in the features and in the 
ads. And the one element of showmanship they tee off 
with day and night is conflict. There is always a fight 
on the front page. It may be politics—it may be crime 
it may be robbery-——it may be sports—it may be wat 
but there is always a fight on page one. 

Merchants who have capitalized on the public’s love 
of conflict have cashed in richly, A good example is the 
Chevrolet Soap Box Derby which has grown from a small 
dealer's promotion into a world-wide contest with entries 
from as far away as Capetown, South Africa. Hundreds 
of thousands of kids enter——millions of adults stand under 
hot summer suns to watch the play-offs and finals. 

Jewelers, too, have had good results from contests of 
all Ly pes, H. Rose, a Toronto jeweler, used an interest. 
ing contest to sell Gruen watches, On a card obtained 
from the store was a list of 12 songs and three watch 
faces without hands. 

During the course of his radio show six of the 12 
songs were played in groups of two, The game is to 
identify the title of each song, find its corresponding 
number in the list, and draw hands in the clocks to show 
at what time the songs were played. Cash prizes were 
awarded to the first five contestants submitting the first 
five correct answers. 

No one could enter this contest with any hope of win- 


ning, unless his watch kept perfect time. Obviously. 
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IN THIS CORNER...! 


ACT Ill OF 


in BUSINESS 


by ZENN KAUFMAN 


many people soon found out just how inaccurate thei 
watches really were. 

In Milwaukee, Wis., the jewelers’ association joined 
in a city-wide contest aimed at building store trafhe for 
the holiday season. Good results were reported from an 
investment of $5,000 in prizes. 

The formula for a good prize contest is based on a 
number of points: 

lirst, pich the right theme. Make it interesting and 
make it easy. Walter R. Thomas in Atlanta doubled his 
yraduation business with a city-wide contest to select the 
most popular high school student. Over 25,000 votes 
were cast in his “Magic Attic,” as he calls his bridal 
gilt gallery. 

Other useful contest themes included Writing (keep 
it short), Naming, Manual Skills, and Collecting. 

Feder’s, in El Paso, Tex., gives a cash prize for the 
best essay written each year by a high school senior on 
why she wants a certain silverware pattern. 

Second, use the right prize. Consider, first, using your 
own products. Then, for general consideration—cash, 
merchandise, trips and awards. There is no limit to the 
ingenuity that can be put into contest prizes, 

Third, the right promotion, Contests can be promoted 
with handbills, radio or TV, newspapers, direct mail. 
Also, by group contacts through clubs. When Wana- 
maker's, New York, ran its Mistakes in Etiquette contest, 
they promoted it through women’s clubs. Be sure your 
promotion stresses the prizes and the fact that it is fun 
to participate-——and easy, 

In addition to running contests of your own, there are 
countless opportunities to tie in with other people's con- 
tests. In Dallas, Tex., Arthur A. Everts Co. ties in with 
interest in the Cotton Bowl games, supplying Hamilton 
watches to members of winning teams. He promotes this 
activity in his window with manikins of foctball players. 

Few men work at top speed except under fear of being 
fired or under the white heat of competition. That is 
why sales contests among employees will build extra 
effort, 

Here are a few hints for a good sales contest: 
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NEW YORK * CHICAGO 
LOS ANGELES « DALLAS 
TORONTO * MONTREAL 
VANCOUVER * LONDON 


ANTWERP « TEL AVIV 


In short, it all adds up to this: 
AS A BAUMGOLD CUSTOMER, YOU BUY DIRECT FROM THE 


MANUFACTURER AND YOU RECEIVE PLUS FEATURES AT NO EXTRA COST. 


IT HELPS YOU TO SELL MORE DIAMONDS. 


BAUMGOLD BROS., Inc. 


580 FIFTH AVENUE, NEW YORK 36, N. Y. 
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© “I’m sorry.” said Mrs. Green, flatly but 
firmly. “but I’m taking my business else- 
where. 


Then she turned on her heel and left the 
store in a huff while the jeweler stood there, 
perplexed and speechless. He shrugged his 
shoulders and reflected, “Let her go. The 
trade | get from her doesnt amount to beans 
anyway. 

Of course he may have been justified in 
coming lo this conclusion, because sone 
customers really are out-and-out headaches 
that the average merchant can do very well 
without. But, on the other hand, no jewele 
can maintain the best store in the world if 
customers wont come into it, and when the 
average customer 1s displeased, there is 
generally a good reason. Was there a dispute 
over a bill? Did an employee treat her dis- 
courteously 7 These are only two of the many 
possible CAUSES, 

But even if the customer is dead wrong you 
lose —if it results in the loss of her trade. 
This is true even though the amount of 
business she does at your store amounts to 
only a few dollars a year, because her good 
will has an inestimable value. Word of mouth 
advertising, even in this high-pressured ad 
vertising age, is still the most potent form of 
all, CS prec ially since a woman of this type 
usually influences her friends and relatives 
to trade elsewhere. 

Obviously. the easiest way to keep hes 
patronage is not to displease her in the first 
place. \ccording to a recent survey made ol 
jewelry retailers across the country, custo 
mers are lost for the following reasons: | pet 
cent of a years customers die, 3 per cent 
move, 4 per cent are floater purchasers, 5 per 
cent switch jewelers because of recommenda. 
tions by friends and relatives, 9 per cent claim 
they can buy for less elsewhere and 10 pet 
cent are chronic complainers 

A full 68 per cent of customer turnover is 
entirely due to the indifference of the seller. 
To put it bluntly, 68 per cent of the trade 
you lose is due to your own negligene ee 


Need we say more? 
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Romantic new WE D-LOK* selling advantage ! 














$225 both rings 
Brilliant solitaire diamond 
with f) brilliant diamonds 


$250 both rings 
Brilliant solitaire diamond 
with 7 brilliant diamonds 





Lily of the Valley... is 


France's exquisite symbol for Love and one k, $300 both rings 


Rrilliant solitaire diamond 


Now in an exclusive customer-captivating Wed- with 10 brilliant diamonds 


Lok series created by Granat. you are presented 


an excitingly new, inspiringly sentimental dia- 
$375 both rings 

Brilliant solitaire diamond 
with 10 brilliant diamonds 
ine luding ; haguette 

and 6 round 


mond engagement and wedding ring ensemble. 
WED-LOK rings gently lock together to maintain 
perfect alignment for best display of diamonds... 


never twist. rub. or separate like ordinary rings. 





Kither ring can be worn individually, if desired. 


WHANAT 


fo Wteringflectiobs Mj Pe 4 YCuy 


114 GEARY STREET, SAN FRANCISCO 8, CALIFORNIA 


Your order for 4 

or more sets of 

Lily of the Valley 
entitles you to 

an extremely attractive 
814” embellished 
velvet display stand 
featuring either 


,or4 Wed Lok sel 


Veu spaper yidaisa ai athatble 





Pri ~arigous sices 


"TRADE MARES REG. U.S. PAT. OFF. WEO-LOK RINGS AME PROTECTEO BY U.S. PATENTS. Rings enlarged to show defo p, $ Quot 











When you talk to your customers about new costume jewelry 
for spring, here are suggestions you can make, with an eye to the 
season * fashion highlights: 


Simulated stones in inviting pastels of lemon, lime, pink, 





turquoise, ice blue, coral. . \ preponderance of yellow finishes. . . . The fresh 


combination of white enamel with a golden colored background. . . . The introduction 


of simulated white coral with iridescent white beads for a sparkling, starched look. 


Subtle shades of color used in combination to create a tone-on-tone effect. 


Khinestones used selectively to dramatize white simulated pearls, Pieces are 


.. Necklace lengths 


worked gracetully to add design strength to costume ensembles. 
that look custom-made because they rim the cardigan neckline so precisely. lar- 


rings that drop gracefully and formally for the evening, or that move high on the 


ear for attention. ... Bracelets that are wider than ever. 


The use of light, bright colors to introduce the season will be of great importance 


in sparking sales interest in new spring costume jewelry. Manufacturers took thei 
cue for colors from the ready-to-wear makers, and the new lines are clearly stamped 
1956, giving them a fashion timeliness as persuasive as that of a new car, 

It is precisely this appeal that the jeweler should use to sell his new spring and 


summer jewelry. The customer should realize that last year’s ensemble will date her. 


_ Black and navy, it is true, continue to be important in the color line-up in spring 


SPRING FASHION OUTLOOK: 
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apparel, but promotional emphasis will support the new costumes in yellow, beigé 


pink and white. Similarly, pearls and white enamel, to accent the darker tones, are 


component parts of the new costume jewelry lines, but are used in new combinations 


and generally conceived with more of a quality look than in previous spring 
collections. In jewelry, too. the pastel colored stones take on more 


importance and can, if properly promoted, yield many new sales, { 


\ 
‘ 
There's a quickly-grasped intimacy between the new apparel and new costume “ty. 


~~ 


jewelry. Both depend on color and texture more than shape for their headline quahi- 
fications. The slim line in clothing, though much softened by pleats and panels, 
continues, still reminiscent of the Oriental flavor. A new note, sounded earlier this 
year, is more clearly pronounced in the many high-waisted Empire styles that paint 
an easier, more feminine look especially for the evening. 

White linen, silk tweed, plaid cottons and many small prints make up the fabri 
news story for day, lightweight silk chiflon and organzas for evening. 

The style counterpart for all of these trends in clothing has been so skillfully con 
ceived by the jeweler that the retailer who understands the fashion story for spring 
can match the sale of every new dress with an ensemble in costume jewelry, 

White and golden colored jewelry for linens, textured ones for the tweeds, pastels 
to pick up the light floral color in prints, new simulated colored stones that are as 


frosty as chiffon, rhinestone and pearls to complement the delicacy of organza——all are 












Monet (lett page) shows 
gold-plated, tailored 

jeu elry in wide bracelet 
($12.50), drop earring 
and perfume button 
($7.50)--retail prices 
Pieces spark white linen 
and cotton tweeds 
Volupte (right page) 
shows surface contour in 
use of multiple gold 
plated strands, Retail 
prices are $6 (pin), $4 
fearring). 88 (bracelet 
Simulated pearls for 
lashion immediacy of 


spring styles 


BRIGHT FOR COSTUME JEWELRY 


By Jerry Gewirtz, JC-K Fashion Consultant 
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( (let ne ' j , 
ufea f@rtis we i f “ure nes lace ($5.95) hracelet S$) O5 and earrings gi. : 


> , ; ; . 
price / fie die finished if7i a fs riured gold plate flipped with rhinestones and imitation pearts 


Gp pare ‘Or @#VEOnINE, this band-eat combination by losell ol Hho lymood fcenter) Vade of vellou 

of mohiite finished metal. hand ear sis studded with rhine sfone te comple meni chiffen and Ora tria 

adresses lor evening wear Retail prt f of combination head band and Carrivigs ts $2 

This Elgin fmerican ensemble (right) uses ice blue and crystal stones to ornament the rhodium-fnished necklace 


at the hase of the throat lt cari he Morr ofr diflerent fe neths with the adiustable clasp Large 


faa fo meateh Ke fei prices are ev, lor nes feoy earrings 


JEWELRY 


fashion points 


fo emphasize: 


{ softened, but still-slim look continues 
jewelry adds the extra, necessary acces 
sories to a straight silhouette, The down 
ward line of a beltless, straight skirt 
requites colortul OF Tihdmeive jewelry leo re 
lieve its severity 
Hats are still hig, worn over the forehead 
long drop earritives of jumbe buttons 
are the appropriate style to complement 
large hats 
Jackets are short. many lop a three piece 
costume tell your customer, even the 
woman who weare only a few tastefully 
selected pieces, that many of the outhts 
lor spring have matching jackets that 
come off to reveal a dress beneath, Al 
though the necklace may be all she feels 
hiecesea©ry io go with her earrings and 
bracelets, when the jacket is on, and the 
neckline of the dress covered, a pin ma 
cents the jacket without cluttering 
Black and navy are headliners, but pastels 
win promotional effort white pearls 
and enamel give a seasonal starched white 
lok. but vellow coral, blues pink and 
limes are thie new fones to talk up 
Short sleeves are style leaders keep 
pushing bracelets by assuring your cus 
lomers that arme in short-sleeved spring 
costumes look bare otherwise 
( ardigan neckhlines formal des olletage if 
pite necklaces daytime costumes tea 
ture the cardigan, collariess neckline that 
looks moet attractive with a necklace that 
just iti tee lop of the dress and lies at 
the base of the throat 
lwo all powerful influences are the Ori 
ental and the kmpure new aepring 
jewelry ie made so that the pastels are 
combined in magnificient arrangements, 
simulating paisiey to complement the 


(oriental flavor ini chithing 


f- 
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fo relieve the 
Haguette rhinestones bor 


Ketau price Bi each 


necessary accessories for the new women « ipparel 
pewelr with Pose foned 


fer rr fhe CUrriniws {$j “i pratt 
lhere « more to the selling story for sprin lewelrs 
drop trom a vellow-finished } 


adit sia bile 


, ators that will he iis profitable “as the in} med jewele! 
ated cabor hon Sfarie ivi 


it bracelets and jumbo 


if ee ' makes it Theres a new look in necklace lenethe 1 hie 
(ii rer SHigiiies Li 


S?: earrings, $2 


cardigan collar. the nes kline that is Ly pu al of the cardi 
shoiw’s rift series 


roral pink (ream 


ean sweater top from which it borrows the name looks 
Jin. hoy s/ retail, } ; | 





best with necklaces that just rim the collarless Lops of 
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Nationally 
Advertised in: 


SEVENTEEN 

TY STARS PARADE 
MOVIE LIFE, MOVIES 
PERSONAL ROMANCES 
INTIMATE ROMANCES 


Dealer Merchandising Aids: 


Window and in-store displays 
Guarantee certificate 
Exchange privilege 


Folders 


ANNOUNCING 





DIAMOND 


RINGS 


— Spectacular new opportunity 


for greater sales and profits! 


Hitch your wagon to the bright new star 
in the diamond ring field — Starfire! 

Starfire is a highly styled line with quick 
turnover and bigger profits, all designed for credit 
selling. Flashing brilliance . . . impressive size. . . 
smart styling ... popular prices .. . reliable guar- 
antee ... and exchange privilege. Add the A. H. 
Pond Company's famous combination of strong 
national advertising and dealer merchandising 


support, and you can be doing extra business with 


the newest and most profitable diamond ring line. 


For information about a Starfire 
franchise in your area, write to 


A. H. POND CO., INC., SYRACUSE 2, N. Y. 


Newspaper mats Neon signs 
Direct mail Special gift offers 
Special ring boxes Promotions 
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Selected and Serviced bh y Leading Wholesalers 





Remembrance Bracelets “. 






ae 
ina wide variety | 





of chain designs 





Available in 


sterling Silver * 1/20-12 K.G.F STERLING 
1OK and 14K 


| 

| 

Op ey ree ” A FEATURE OF THE P & K LINE 

ely sides A must tor your customers who appreciate beauty 

A y and quality. Set retails for $13.75. Cuff links $8.50. 
i Your wholesaler nas therr Ask him ¢ how yV¥ 
| 
| 


; 
tHe antira | ne 





PITMAN & KEELER 


104 COUNTY STREET, ATTLEBORO, MASS 


f/ 4 ’ A > Ww 


AUTOMATIC CHAIN CO. © Providence, R. | 


NEW YORK + CHICAGO + LOS ANGELES 
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‘a 
“TOTS-n-TEENS BDA | BARROWS 
pe rae ate “ right now 10 KT. | 1365 (Shown Left) 6” 
ears ' Y 9°. GOLD | Beautiful two-tone 
RINGS i Sterling Silver brace- 
for let with hand engrav- 
Babi ing and lovely signet. 
— $7.75 eo. 
Tots | , Also 5'/)"’ size 
Teens . 
Ladies 1599 (Shown Right) 
Boys 6" Pretty pattern, joint 
ies Men i and catch with con- 
| | y cealed safety guard, 
3557-95512 RINGS for 1/20-12K yellow Gold 
all your Filled. $6.50 ec 
FREE Ring Size Cards In Birthstone Colors Customers Also 5'/" and 7" 
th sizes. 
Order only ru BDA WHOLESALER | H. F. BARROWS CO. — NORTH ATTLEBORO, MASS. 


ig arenas et a ees Se ATEN gee Res RNA NENG A A A A A A A A A A A A A SF A A A A A A A A SF AF a YY ee 


This handsome 
shooting stor set 
is typical of the 
fine craftsman- 
ship found in all 
La Mode jewelry 
Illustrated: Blue Lodge —heavy dia 
stone ring in 10K yellow mond tooled 


irons and Russell’s 
| 
: 

gold with Masonic ' lines accented by 


NEW EMBLEM RINGS 


Emblem, Trowel and sparkling ruby 
Level encrusted. stones set in 
No. R-726 
Genuine onyx 
$32.25 each Keystone 


a background of 
shining gold 
plate. Set Retails 
Synthetic Rub ter $7.60 

or Blue Spinel 
$36.75 each Keystone 


IRONS & RUSSELL CO. 
PROVIDENCE * RHODE ISLAND 
Emblems since 1661 


through your Wholesaler RIPLEY & GOWEN CO., INC. — Attleboro, Mass. 














Imperial 
CULTURED PEARL 


has promotions 
planned for you 








Yes ... whether yours is a one man operation or a 
million dollar volume store . . . whether you're located 
in a trading area of hundreds, thousands, or millions— 
Imperial has proven, successful promotions for your 
particular type of store—promotions completely worked 
out in every detail to increase volume and add prestige 


to your business! 


Wise jewelers from coast to coast are now scheduling 
Imperial’s sensational Graduation Promotion. Write for 


details today! You'll be glad you did! 











KNOWN THE WORLD OVER —IN SELLING PEARLS 
IT PAYS TO SELL IMPERIAL—THE WORLD'S FINEST 





Imperial Pearl Syndicate 


World’s Largest Importers of the World’s Finest Cultured Pearls 


NEW YORK CHICAGO DETROIT LOS ANGELES 


607 Fifth Ave. 5 No. Wabash Ave. 914 Michigan 607 S. Hill St. 
Theatre Bldg. 
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A JC-K aid to selling fine JEWELRY 


by 
JACK 
HARRITON 


Women’s watches 
feature graceful 
lines and fancy 
diamonds. They 
are adaptable for 


bracelet pieces. 


n 


Many precious jewelry sales can be made by capitaliz- practice should give you the necessary confidence. Cut out 
ing on the customer's interest in design. By becoming and save these pages. They can be kept in a filing folder 
familiar with these designs you will be able to sketch sug- for quick reference or they can be shown to those “hard- 
gestions that will impress your prospects. You need not be to-please” customers. They can even be framed and dis- 
an artist to do this; a pad of tracing paper and some played in your store. 
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THEY WANT TO WORK FOR YOU [from page 8!) 
good store salespeople for rush periods or special sales 
Ordinarily, it is dificult to find an individual with any 


ability for such jobs; desirable personnel in almost every 


community are employed at full-time jobs. One store 


owner following this policy reports that sales per man 
are usually much higher for his “social security people 
than for members of the regular staff. 

There are several other attributes that make these 
people valuable. Here are some opinions taken from 
actual experiences of retail store owners who have em 
ployed people past 65 as salespeople. 

(1) They have considerable prestige. Most such indi 
viduals are dignified and quite aware of the value of a 
personal reputation. 

(2) They have a wide acquaintance with local peopl 
{ man or woman who has lived and worked many years 
in one community cannot help but have made many 
friends. They also have had some leisure in the time 
that lapsed between their retirement and joining a sales 
staff to become better acquainted with many additional 
people in the community. 

(3) They have an exceptionally high desire to be of 
service. Any man who has worked all his life and is still 
in good health suddenly finds himself, on retirement. 
in a new environment. He grows tired of doing nothing 


He has, perhaps for the first time in his life, appreciated 


mounted or 
unmounted 


what a job means in doing something worthwhile. 

(4) They are willing to work on short stretches, 
evenings and Saturdays, and to fill in at special events, 
Lhis alone should be worth much to any jeweler who has 
seen his wage and salary costs soar because of the 
necessity of maintaining a staff large enough to handle 
rush periods, when often the biggest job in the store 
was finding something for them to do 

hy finding the best among older individuals in his 
community, the jeweler can have a staff available for 
any rush period or special event and for evening and 
Saturday hours, thus cutting down the yearly wage and 
salary figures for his store. 

.xperience gained by employers in hiring men and 
women in the social security years group has pointed 
up the need to check very closely on the health of the 
individual. A talk with the doctor is advisable 

It is also important that such individuals be assigned 
to tasks which call for the very minimum physical 
exertion, parti ularly in lifting or moving heavy pieces 
of merchandise, Their use as salespeople, othee help and 
in similar capacities involves no such problems 

Those on retirement offer the biggest and least touched 
source of additional personnel today. It may well pay 
any jeweler to look closely into the possibility for then 
use in his own store. The advantages they offer as sales 
people are so great they far offset any small annoyance 


involved in hiring them, 


DIAMONDS 


Emerald oF 
and A larquise 





STAR SAPPHIRES 
RUBIES 
STAR RUBIES 


EMERALDS 
CAT’S EYES 
PEARLS 


We have a large stock of 
Precious Stones, mounted 
and unmounted from which 
to make your selection 
Let us cooperate with 
you on your special calis 


JEROME RICHHEIMER 
Yy 


Ne w y Ya’ (4% N y 


S673 


608 Filth A venue 
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When William Scheibel resigned last September as advertising and sales promotion director 
of Jacoby-Bender, Inc., he ended a career of more than 31 years in the jewelry industry. 
Although he considered himself retired, he found his thoughts still turning to the 

problems of the retail jeweler. His seasoned observations could help, Scheibel decided. 

and JU-K seemed to him to be the ideal vehicle to carry his profit-building ideas 

Scheibel’s first post in advertising was with the Bulova Watch Co.—he was their 


first advertising manager, and during his stay the first Bulova radio time signal 


was put on the air. After a decade with Bulova, Scheibel joined the BRenrus W atch 


Co., where he remained for 10 years as advertising and sales promotion manager. He 
then took over the advertising activities of the Waltham Watch Co. for five years, 
bec oming sales manager before he left for Jacoby Bender, Inc., u orking there for six 


years before resigning to go into semi-retirement at his home in Santa Monica, Calif. 











first of a series 


by William Scheibel 


WERE A 


® Many jewelers, who are quick to complain the moment 
business slides off a bit, often fail to take the trouble to 
diagnose the causes for their difhculty. 

Frequently, they attribute it to general business condi- 
tions; sometimes they blame it on the weather or on any 
other whipping boy that conveniently comes to mind, 
Seldom, however, is the real reason recognized, although 
in most cases, it is right at their finger tips, within thei 
own power or ability to remedy. 

The situation reminds me of the famous sermon a 
minister of the Gospel is reputed to have delivered some 
600 times. The topic of his discourse, “Acres of Dia 
monds’ concerned a man who was seeking wealth every 
where only to discover, at the very end of his struggle, 
that he had all the potentialities in his own backyard, 

Jewelers who complain when business tapers off may 
discover that the key to their difficulty lies, not in their 
backyards, but in their front windows. In short, they are 
not getting the full benefit or the maximum advantage 
that attractive, timely and action-compelling window trim 
could give them. To overlook the great importance of 
good window displays is merely to invite lower sales 
volume. 

Before we actually tackle the subject of window trims, 
it would be wise to survey the conditions that exist today 
that make a reappraisal of the situation necessary. Every 
jeweler knows that he is on one side of a battlefield with 
a dozen or more other retailers arrayed against him in a 
perpetual fight for the public's gift dollars. 

The jeweler must contend with competition from dis 
count houses, catalog houses, haberdashers, department 
stores, electrical appliance retailers, radio and TV outlets, 


This continuous battle for the consumer's dollar im 
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poses on the jeweler the everlasting necessity to utilize 
every tool at his disposal to attract consumers to his store 
rather than permit them to find their way to his competi 
tors. And the jeweler’s windows are one of the most 
inportant weapons he has for this purpose, 

lf | were a jeweler today | would come to this one 
basic premise: every day is someones birthday. To put 
this fundamental sales idea into action | would have a 
blow-up or photostatic enlargement made of a calendas 
page showing any one of the 12 months, The name of the 
month could be replace ed with the words “bkvery Day Is 
Someones Birthday.” 

Such an enlargement could be any convenient size 
to suit the jewelers window. | would have this neatly 
mounted on a card and plac ed toward the back of the 
window. Thus, the stage could be set to lure birthday 
vilt business into the jewelry store and away from the 
haberdasher, the department store or the florist. 

If | had several windows available | would definitely 
devote one of the smaller ones entirely to this trim 
(Otherwise, | would set aside a half window for this idea 
in the hope that it would produce business every day in 
the vear because birthdays are always in season. 

In front of this “calendar page’ | would arrange gilts 
for men, women and children in various price ranges. | 
would show three or four watches for men, from $19.75 
to $71.50, assortments of cuff links and tie clasps, rings 
of various kinds and pen and pencil sets. A similar plan 
plan would be followed with gift items for women, using 
great care that everything is clearly price-marked and 
most attractively displayed. [ would group all men's 
cifts on one side, gifts for women on the other side, and 
possibly an assortment in the center 
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Steve Allen 


Steve Allen 


Popular Star of NBC-TY’s *““TONIGHT” Show 


Now Selling Keepsake for 3rd Consecutive Season 





THe JeweLers’ CIRCULAR-KEYSTONE 








metuL AO nue to- You 
ond, Your Customers 7’ 


Names make news. More important to your business, 
names make sales, too. Take diamond rings, for instance 
— your most profitable item the year ‘round. 

Your customers may know little about diamonds, but 
they do know the famous name Keepsake. Years of con- 
sistent, large-space national advertising featuring Keep- 
sake’s guaranteed perfection have built confidence in 
the name, made it a trusted symbol of diamond quality 
everywhere. 

To the Keepsake Jeweler, the tangible benefits of this 
pre-sold name are more sales and profits, satisfied cus- 
tomers and repeat business ... a solid foundation built 
on America’s largest selling diamond rings! 

This year Keepsake Jewelers are looking for still 
bigger business as Keepsake advertising in leading 
magazines and on network television dominates the field 
more than ever. A complete line of dealer sales-adver- 
tising material converts this advertising into customers at 
the diamond counter. 

To answer the question above: The name that's most 
familiar is the name that sells the best. 





K eDSak 
CCDSAKC 
Nationally Advertised in: “ery C NO » 1 
LIFE* LOOK « SEVENTEEN 
CHARM « MADEMOISELLE * GOOD HOUSEKEEPING 


FARM JOURNAL « BRIDE’S MAGAZINE For information write to: 
BRIDE-TO-BE * MODERN SCREEN « EBONY A. H. POND CO., INC. 


and on “TONIGHT” NBC-TYV, Starring Steve Allen SYRACUSE 2, N.Y. 
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CRYSTALLIZED QUARTZ BAROQUES (from page 62) 


jeweler still counting on cut prices as a merchandising 
gimmick for a luxury item in which price, while im- 
portant, is not the primary consideration. Low cost mass 
production from variously shaped stones limits many 
manufacturers to wire-wrapping techniques. The problem 
could be partially solved (although the jewelry would 
lose some of its originality) by preforming, with a 
diamond saw, the moss agates and similar stones before 
the tumbling. Then only the individual crystals would 
remain distinctive demanding hand-made settings for 
each. Among them we will find amethyst and topaz-quartz 
(citrine), all about the same in shape, but each slightly 
different. 

Amethyst and citrine are two quartz varieties that are 
comparable to the clear aquamarines and the flawless 
lopazes mentioned before. Low grade amethyst and 
citrine are better known to the jeweler, for they have 
been used in jewelry before, unlike flawed aquamarine 
or seamed and fissured precious topaz. In a cloudy 
translucent form, cabochons of “amethyst quartz” and 
“topaz quartz” or “amethyst matrix” have appeared in 
the cheap “real stone” rings for generations, and we can 
foresee no shortage of raw material, 

Other stones, like rose quartz and aventurine, have 
appeared mainly in larger masses, carvings, so their 
jewelry applications have been minor. We will break 
the baroque and quartz stones down into two major 


groups-——-the clear; more or less transparent, single crystal 


masses that will reveal double refraction on a polariscope 
and which. if clean. would be facetted: and the trans- 
lucent to opaque micro- or crypto-crystalline varieties 
like carnelian, onyx and agate. 

Wire-wrapped rock crystal 

Clear colorless quartz is known as rock crystal. Rough- 
ly chipped bits, wrapped with wire, look like broken 
chips of glass. Rock crystal is often tumble-polished and 
one manufacturer has created a line utilizing roughly 
ground, sand-blasted frosted stones, which, in bracelets, 
alternating with rose quartz or turquoise, give a most 
attractive effect. 

Since rock crystal is so common, the presence ot 
absence of flaws has no influence on its value; the im 
portant consideration is the effect achieved. Flawless 
rock crystal does strategic service in radio. (Unfortunate 
ly, a very high percentage of the rock crystal that was 
mined during the war was unsuitable for the radio use, so 
it was promptly added to the mounting waste piles. With 
so much rock crystal already mined that was good only 
for jewelry, it is improbable that “genuine crystal” will 
ever have more than a nominal value. 

It can be tentatively told from glass by a scratch test 
if desired, and by its comparative coolness to the touch, 
hut more positively by a polariscope which will reveal 
its double refraction. With Brazil's waste piles so pro 
ductive. it would be futile to enumerate other sources, 


but it should be remembered that quartz is the common 
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est of minerals and that it can come from almost any- 
where. 
rock 


amethyst is considerably less abundant than rock crystal, 


Purple-tinted crystal is amethyst. Although 
it is still rather common and its flawed examples are 
\methyst ranges from the palest of lilacs 


fact, 


quite cheap 
to the inkiest of 


crystals and dark flawed crvstals are available at $5 to 


violets. too dark. in Pale clean 
$7 a pound, in the sizes and qualities that are ideal fo 
tumbling. Richly (not too dark. for 
he foo dark |} 


demand for lacetting, a0 clean. good quality amethyst 


colored amethyst 


can semmy crystals are always in good 
will not be found among the baroques. 

The other qualities, however, are in very adequate 
supply, enough to make amethyst one of the commonest 
baroque stones. Our supplies come principally from 
brazil, with a seattering of occasional lots from Mexico. 
Arizona and Lruguay. The purple in amethyst is cus 
distributed facetted the 


obvious the 


tomarilvy unevenly (in stones 


streaking is concealed and is more from 


back}. 


ficient to distinguish real stones from glass, though the 


The characteristic irregularities in color are sul 


polariscope will, of course, quickly show the double re 
fraction of the genuine amethyst. 

the matrix” o1 
the 


Karoques are 


Cabochon material. usual “amethyst 


“amethyst quartz.’ is more opaque than material 


that commonly appears in the baroques. 
made from the separated crystals of amethyst clusters, 


erystals that are either clear but too pale, or dark and 


too flawed (though free-growing crystals are seldom so 
badly that the 
( onsequently, the 


parent that they must be used in ways that will permit 


flawed are milky}. 


trans 


tumbled baroques are so 


them to hang free from a background, dangling perhaps 


from earrings or strune in rows on a bracelet. Such 
clear stones without reflecting facets would not he elles 


tive in cufflinks or in rings; cabochons need to be more 
opaque so that they will not take on coloring from what 
ever rests behind them. The cloudy purple and white 
stones of the regularly shaped, conventional cabochons 
are obtained from basal portions of erystal clusters o1 
from slices of solidly grown amethystine veins 
Tumbling is efficient 

The necessity of sawing out fragments for cabochons 


is actually more troublesome and expensive than the 
preparation for the tumbling process which utilizes only 
the easily separated pieces of il loosely held crystal crust 
[his means that almost-clean amethysts are the cheapest 
amethysts, with completely cloudy stones of even lower 


quality, as well as the flawless stones of good quality, 
more expensive, 

Topaz quartz, more properly though less popularly 
known as citrine, is also common in baroques and cabo 
chons. The facts are about the same as for amethyst, for 
most dark citrine is heated amethyst. Some of the lighter 
some are natu 


heated smoky while 


Only the 


stones are quartz, 


rally vellow-brown. Brazilian material seems 


to give a rich brown product from the heating of 
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amethyst, but lighter citrine can come from many places. 
Pale citrine is less desirable in facetted stones than the 
darker examples (costing only 10 to 15 cents a carat at 
times), but as a baroque it is no less costly, for it must 
be obtained by breaking up large smoky crystals. 

The raw material is cheaper on a per pound basis, but 
the actual work of breaking up and heating the large 
crystals is enough greater to counterbalance the higher 
original cost of the rough dark amethyst points i Rio 
Grande do Sul) which heat changes into richly-colored 
“topaz quartz.” The pale citrine then, will be irregulat 
in shape, like the rock crystal, while deep brown citrine 
will, in most cases, show the original crystal shapes. 

Crystals from Rio Grande do Sul amethyst crusts have 
no conspicuous prism faces; they are terminated by six 
laces coming to a point, while at their bases they inter- 
fered with each other during growth so that they taper 
down to steeper points at the cloudy basal ends. They 
are easy to recognize, and, in any case, will prove to be 
doubly refracting on a polariscope. 

So far, comparatively little of the greened amethyst 
has appeared as baroques. As we have seen, it is obtained 
by the heating of the amethyst from one specific, but 
quite productive, mine. There is said to be quite a large 
quantity of the lower qualities of this material in reserve, 
held back to maintain the high quality of the stones now 
on the market, so it is probable that eventually this 
stone, too, will eventually be found among the clear, 
single crystal, quartz stones used in baroques, The crys 
tals are elongated and larger than Rio Grande amethyst, 
so the fragments will be irregular in shape. This, plus 
the absence of strong dichroism, will distinguish the 
ereen stones from tourmaline, the only natural stone with 
which it is likely to be confused. Its light gray-green 


color 18 quite different from the yellow oreet of peridot. 


Rose quartz from Brazil 

Rose quartz does not occur in crystals like amethyst 
and rock crystal and it is never completely transparent 
Fairly deep pink material is now being found in Brazil; 
some is almost clear enough for facetting. Little is used 
this way, however, for lack of interest still relegates it to 
the collector's category as a facetted gem, but many 
pounds are being broken up and tumbled into baroques. 

Rose quartz was once mined almost exclusively for 
shipments to the Orient for carvings, but now com 
paratively little is used this way. Paler rose quartz, 
much of it from South Dakota, was pink enough in 
large masses, but the currently popular small baroque 
stones require the deeper tones of selected Brazilian 
material, 

Smoky quartz, also known as caitngorm of “smoky 
topaz, is another popular single crystal variety of 
quartz, Some of it is actually the same material, un- 
heated, as the primary source of the pale citrines just 
mentioned, Some is much darker: the color may be due 
to exposure to radioactive substances. Smoky quartz is 
common and costs only a few dollars per pound, but we 


again find that the final price is a combination of the 
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high cost of fragmenting plus a relatively lower cost for 
raw material, 

The double refraction shown in a polariscope is the 
best test indication; for smoky quartz might be confused 
with light colored obsidian, known as “Apache tears.” 
The volcanic glass nodules have not been widely used 
in baroques, and the stones will be more spherical than 
the irregularly broken fragments of smoky quartz. Like 
artificial glasses, “Apache tears” are singly refracting. 

Rock crystal often contains inclusions of other min 
erals, mossy growths, crystals or needles enclosed within 
clear, colorless material, adding color interest to the 


glass-like tumbled stones. “Phantom” growths of green 
ish mossy chlorite or of an indeterminate white dust that 
outlines earlier stages in the growth of the quartz crystal 
render it useless for radio Om illators. 

Since the “phantom crystals” were promptly discarded 
it is not surprising to find them numbered among out 
baroques. After tumbling, the phantoms show up as a 
series of parallel layers within a colorless stone, dull red. 
gray-vreen or white layers, and combinations of several 
different lavers. \s a veneral rule, it is not necessary to 
test these stones, for the presence of straight, parallel 
layers shows that the pebble is a piece of a natural 
crystal (its this way that we tell genuine gems from 
synthetics) and there is no other likely glass) trans 
parent stone that will be used. 


\ second type of inclusion that will be found in glassy 
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quartz is that of needles of some foreign mineral. Most 
of this material is also of Brazilian origin and all will 
be one of two popular Ly pes. Pegmatites in Brazil olten 
contain colorless or slightly smoky quartz crystals which 
are shot through by black tourmaline needles. Alte 
lragmenting, the pieces are frequently tumble-polished 
inte lass) nuggets w hie h are pierced by slender black 
rods. These too present no identification problem cy 
there is no other common clear colorless substances that 


would look like this exe ep 


glass, Glass imitations would 
be more costly than the natural product, 

lhe quartz crystal mines also yield their share of in 
clusion-filled crystals, but this time they are of red-brown 
vellow or black rutile. A little of this material has been 
around for years: the earliest stones were the Swiss o1 
erie hy *h leches d Amour. (arrows ofl love} or Venus 
Hairstone, Later, fine large quartz masses were found 
in Vermont and North Carolina. Today, Brazil is out 
source, and there it is so abundant that excellent exam 
pole s of rutilated quartz may he bought as rough for only 
an lew dollars al pound, 

(heir rutile saturation ranges from the intrusion of 
» pale, occasional thread-like needle, to a reddish-hued 
Hiss seemingly made opaque by an abundance of rutile 
that almost obscures the transparency of the host quart? 
\ superabundance of rutile entails the risk of the growth 
of heavier opaque black rods of rutile, detracting from 


the colorful appeal ol specimens with a proper ratio 


is the color but not the mood of the lovely heart-shaped amethyst in this 
14K gold pendant. The beautiful hue is reflected many times over in the 
facets of the stone, while the pendant itself reflects the quality and 


craftsmanship of ali CHURCH jewelry. Pendent—4790/67 Chain—4930/16 
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B. Cap Lifter (Hook Type 


A. Bottle Opener (Ring Type) 
D. Cheese Scoop 


C. Knife Blade (Medium) 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftemanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 
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The black opaque needles can be confused with tourma. 
line and it may be necessary to see broken ends of the 
needles to see if the typi al tourmaline cross section (a 
rounded triangle) is present, 

Rutile is slightly more metallic in luster and can usual 
ly be recognized by its metallic look as well as by the 
occasional small needle of reddish rutile that usually 
persists amidst the blacker mass of heavier columns 
From the users standpoint, black rutile is not as desi 
able as the red and yellow needles: the best rough is 
that with an abundance of red hairs in a radiating fan 
formation. As with the other quartzes, identification is 
easy, and, once seen, there can be no mistaking of 
rutilated quartz. It cannot be economically imitated, 
so there is no question of an imitation being substituted, 

Among the cabochons there are a few othe types ol 
single crystal quartz stones which may be found in hand 
made and antique jewelry but which will not be included 
among the modern cabochons and baroques. Milky vein 
quartz, shot with native gold, comes first to mind, a 
product of the old days in the West when proud mine 
owners had polished slabs of their “picture rock” set in 
scarf-pins and brooches. Llridescent cracks in clear quartz 
were sometimes carefully placed in the fashioning of 
cabochons to preserve a colorful “rainbow : it has been 
suggested that the original Roman opalus was actually 
such a cabochon of iris quartz. Movable bubbles cen 
trally placed in amethyst and rock crystal cabochons also 


add interest to a rare occasional stone. 


Lastly, we should consider aventurine. a quartz variety 
that seems to be sandstone that, during metamorphism 
to quartzite, has become filled with flakes of a greenish 
chromium mica, As a quartz gemstone it occupies an 
intermediate position, for. while it does not consist en 
tirely of a single quartz crystal and has no transparent 
phase, neither are its quartz units so microscopic as to 
place it in the eryptocrystalline class which will be ou 


subject next month, 


Substitute for jade 


In India and Brazil, the localities where it is found, 
aventurine is abundant. It is not unnatural that it is to 
be found among our baroques, ‘ike rose quartz, its 
previous use was mainly for cat: aigs, and many an urn 
of Chinese “jade” is actually a n of mica-hlled green 
ish quartzite, It has a nice green color and makes an 
attractive substitute, Aventurine is recognized by the 
micaceous sparkles that reflect here and there from ite 
surface. Study with a loupe reveals the close relation 
ship between the mica and the color, On magnification 
the general green hue breaks down into green freckles 


iti a paler eranular ground lass. 
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Display Case Exclusively for Variety 

Of Family Gifts Spurs Impulse Sales 
Setting aside permanently one display case in the right 

front corner of the store for gift suggestions has been a 


profitable move for Hart Jewelry Co., Wellston, Mo. 
Charles L, 


reasons for the decision. Primary was the recognition 


Dayton, Jr., store manager, cites several 


that the word “gift” should be featured where every 
customer entering the store would see it. 

Since so many gift sales are based on impulse, Hart's 
changes the display case selection twice weekly. Also, 
shoppers are reminded of gift occasions—birthdays, 
(hristmas, graduation, anniversaries. 

The case rises eight feet from the floor and carries 
merchandise on four levels, using movable glass shelves 


gilt suggestions are 


to accommodate bulky items. The eg 


season items and new products that recently arrived in 


alan k. 


Harts emphasizes photographic equipment, since the 
firm has been heavily merchandising cameras and acces- 
sories in the low to moderate price bracket. 

Frequently, a small card marked, “kor Mother” o1 
“For Son” is placed on an item. The prices are promi- 
nent and the range of gifts is designed to appeal to the 
entire family. One selection, for example, included a 
flash camera, snapshot camera, coffee maker, cigarette 
lighter and case, several pieces of men’s jewelry, and a 


deep fat fryer. 


60 SECONDS TO SELL [from page 80) 


diamonds and other precious stones, he decided they 
should capitalize on their investment, 

And, as a jeweler who had “come up from the bench,” 
Gildemeister also wanted to advertise his services as 
expert watch repair man. The third part of his approach 
could be brief but attractive displays of jewelry on this 
T\ spot, 

To make those 60 seconds interesting and intelligent. 
Gildemeister and the Glenn advertising agency decided 
to show new merchandise each week, never using the 
same program twice. To make the presentation even 
more attractive, the Glenn agency selected one of its 
prettiest models to deliver the sales talk and show the 
items highlighted that week. 

At first, live shows only were produced, but soon, the 
jeweler and his agency began turning to filmed shows, 
including material obtained from manufacturers. The 
live-film ratio, however, was kept close to 50-50. Reiner 
points out, “New films from industries and manufac. 
turers are continually being made and we get enough 
filmed material to have something new and interesting 
for every program.” 

To the leading question about the TV advertising, 
“Does it pay?” Gildemeister’s has a resounding, “Yes!” 

By checking closely, month by month, Gildemeistet 
has found a consistent increase in sales of items adver- 
Furthermore, he reports 


tised on his 60-second spot. 
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that the rise in the sale of televised items paces higher 
sales for items in the store that never got on the air at 
all. “In the long run,” the jeweler emphasizes, “if you 
handle television advertising intelligently it will more 
than repay the cost. 

The store's successful experiment with a weekly T\ 
spot has also proved that the expense is more justified 
than the same amount of money, or a little less, spent 
for small newspaper ads that tended to be lost among 
the large display space used by chain competition. 

lt also proved that even so small a show as a one- 
minute spot, only once a week, can become a standout 
attraction if enough time and attention are devoted to 
making it attractive and different each time. 

r\V advertising was only one of the three means 
Gildemeister hit upon to increase his sales, but it made 
good use of the other two. Partly with the assistance of 
manufacturers film material, this San Antonio retail 
jeweler has successfully played up his remodelled store 
his specialized merchandise and his authority in the field 


ot vifts and personal adornment 
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Harassed Houston Jewelers Consider 
10-Cent Charge for Check-Cashing 

Concerned over the increase in the number of checks 
cashed for customers and the mounting cost of giving 
this service, jewelers in Houston, Tex., are seriously con- 
sidering making a service charge of 10 cents a check. 

Primary cause for the increase in the number of per- 
sonal checks cashed has been Saturday closing by the 
banks. Although the banks stay open Friday nights to 
cash checks, many persons do not avail themselves of 
this service and get their pay checks cashed at the nearest 
store on Saturday, 

This forces merchants to keep more cash on hand 
than they ordinarily would. To do so, they are com 
pelled to carry higher insurance against theft as well as 
higher costs for armored truck protection, 

lhen, an increasing number of bad checks is turning 
up with the increase in the practice of cashing chee ks for 
customers with serious losses, 

lewelers feel that the service charge plan which has 
been widely adopted in many other cities offers the 
best answer to the problem. 

(ustomers, they point out, should be willing to pay a 
l0-cent charge to get a pay check of from $50 to $150 
cashed, and the income from the service charge would 
vo a long way toward defraying the mounting cost of 


providing this service, 
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moderate cost. Its characteristics make it advantageous 
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Bavketball is the sport with teams everywhere, The Fisher line, 
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ra ily Dhrowgh while alet { atalog available 


J. M. FISHER COMPANY, Attleboro, Mass. 








al 

Cull Links 

with salead, hard one = ) , 

letters Vans —_ —— | r 

cement RET : = | “Don't worry, it'saFLEX-LET ... and 
—— at Tie Slide 


ALL Flex-Let Bands are guaranteed!” 
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SHOWMANSHIP IN BUSINESS (from poge 86) late! \. captured big audiences with quiz shows that 


\ot too long. Try a one-week contest-——and seldom made the studio audience the prime contestants. 


helt t | ; it ; } } i) ‘ ( i 
run one over a month. Carl Stroehmann in Harrisburg. Oo put the element of conflict into your promotion 


Pa., reports one successful contest in which a prescribed Show how convenient time payments fight the battle of 


increase in sales was set asa goal, with the understanding the budget, how one stop shopping solves the problem ol 


that $10 would be added to the prize kitty for saving time. Show how handy small appliances solve the 


every week under 10 in which the goal was obtained. problem of housekeeping chores 


, . : , } — ; ‘ ‘) i} ¥ ~ ? 
[he contest was over in eight weeks! Put the element of conflict in your advertising—in 


) your selling—in your windows, Its a sure-fire way to 
Dramatize It. Make it a game-—for example, call it a 


vet attention. The public is always ready for a fight 
horse race and lay out a race track on the wall with cut | | 
outs of horses representing the salespeople. 


The right scoring plan. The scoring plan must be fai 


HOW'S YOLR SHOWMANSHIP? 
to all. vet not too complicated, 


Choice of Prizes. Uramatize the honor of winning. Lach month, our autographed copy of Showman 
Remember, honor is the prize prose. Cash and mer- ship in Business is given for the best example of 
chandise. of course. are the old standbys. but for variety, showmanship sent in by a reader of Tue JEWELERS 
try giving atriptoa nearby resort or a day off with pay. CIRCULAR-KEYSTONI fell us of something you wv 

, Keep on promoting. Talk up the contest. Send bulle done, or even something you ve seen that has helped 
tins to the men’s homes to stir up interest in the family. add that extra touch of dramatic interest 

Keep in mind, too, that the merchandise you sell is lf you are interested in selling more of your mes 
periect for use as prizes in sales contests run by many chandise for use as contest prizes, we suggest you 
local concerns. lrophies and plaques, watches these read our Hlow to Run Better Sales Contests. Price 
and many other items can be promoted by contacting $5.20, postpaid, 
sales managers and discussing with them the contests Send a self-addressed, stamped envelope for your 
they are running in their own organizations, copy of the Prize Contest Cheeklist-—a LOO-point 

Major Bowes earned $150 a minute by introducing list that will help you plan your next consumes 
into radio the relatively new concept of having the pet prize contest. Its free! 
formers compete among themselves. Then radio, and 





Three Dimensional Charms 


Sporting scenes, historic landmarks, etc. in 14K 
Gold, beautifully hand finished in durable 2, 3 
and 4 color combinations. 








Designed by craftsmen . . . designed to sell. 
» Also available in cuff links and money clips. 
Truly different gift items! 


Ne 
» 


Soan ¢ be 


THE OLDEST NAME IN FINE JEWELAY 
Actual size Established 1641 





7 D. Maiden SF une 
She Noh 7. MN UW 
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K. MIKIMOTO & CO., Ltd. 


TAKES PLEASURE IN ANNOUNCING 


THE OPENING OF THEIR NEW YORK OFFICE 


AT 


2 WEST 46th STREET 
NEW YORK 36, N. Y. 


JUdson 6-6992 








CABLE: MIKIMOTO NEW YORK 
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$7750 


KEYSTONE 
"Ceeee. 
$2500 — 


EACH IN 
DOZEN LOTS 


sradveted 18..ne? necklaces with 10% 
Compere ovr quality with ethen. Add $2 00 


4.6. Beckon Oo 


P. ©. BOX | 
CHICAGO 90, ILL. 
“BUY FROM BECKEN— 
and GET THE BEST” 














SEWELERY 
DESIGN 
SERVICE 


for the trade 


® Designer of many award-winning pieces: 
jewelry design consultant and contributor to 
IC-K: creator of fine-jewelry sales through 
highly personalized and fashionable design sug 
gestions 

Write us for suggested sketches to solve yout 
stock designing problems or special order re 
mount designs for customers stones, All designs 
submitted are confidential 


Tamediate attention 


given mail or phone requests, 


i2 West 1th Street 
NEW VORK 36. N. WV. 
Phone: At dson 64-0697 
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IF | WERE A JEWELER (from page I0/} 


include a neatly 
other gift 
we li be 


Incidentally. | would most certainly 


lettered card readine—“A thousand uleas 


inside at prices to please every purse. Come in 
glad to have you browse around.” 


Tt would even he a Food idea to encire le one or two 


days on this calendar “blow-up” and from one such 


date run a ribbon streamer to the center of the men s 
vilts and the other ribbon to the center of the ladies’ gift 
assortment. | would vary or change the gift items each 
week and use a different colored “calendar ’ 


week. 


in the window, the display would always appear fresh 


pratore every 


lf three such blow-ups were made and alternated 


and inviting, 

\nniversaries, engagements and weddings are also on 
the “Open Season’ list. They are celebrated by someone 
every day, and a window, or part of a window, should 
always be devoted to them. This can be effectively accom 
three enlarged 


plished along these lines: obtain two ot 


photographs of brides, Stock pictures can be secured at 
nominal cost from concerns that Spe lalize in this bust 
Hess. 

Put one such photo Hraph in the center of this parti lat 
display section. It might even be a good idea to attra 
tively frame this portrait in a fine silver frame to “dress 
Have a show-card writer prepare neatly lettered 
Bride Will 
With A Fine Gilt: Choose 
our Gilts here kor Bridesmaids and Ushers: A Thou 


sand Other Gilt Ideas Inside lo Suut Every (Jecasion and 


il Uy). 


cards reading Cilts fry i ppree ladle: ( aril 


memorate That Anniversar’s 


hvery Purse Your Inspection Is Invited. 


would 


directly in front of the framed bridal portrait. Naturally 


arrange the wedding cifts in the center 


| would show only the most typ al of gifts. To the lett 
| would show the sort of merchandise most suitable fol 
anniversary cttts lo the rieht would he departmental 


ized those items most frequently hought or wanted ot 


eilts to bridesmaids and ushers 
(ince again. | woula vun a white ribbon from the 
framed photograph to each of the three little cards men 


Phus 


devoted to the display of merchandise for 


tioned above. we now have two windows of parts 
of windows 
which a jeweler can reasonably expect sales every day 


throughout the year. Incidentally, by changing th 
brides portrait each week and by showing different met 
chandise weekly this window can be made even mor 
attractive and sales-« ompelling. 

VARCH is one of these in-between months: neverthe 
less it offers opportunities to bring in business, This is a 
good time to develop a profitable watch repalt business 
and at the same time push the sale of new timepieces as 


well as watch attachments. This can be done with a few 


neatly lettered « ards that could read: Live Your Old 
H ateh f Veu Look u ith A } ine u até h Band {flare hed 
Free While You Wait: Time Is Valuable. Measure It 


Carefully With | kine. Dependable W ate hi $/7.50 lo 
$150.00; If Your Watch Wont Run Right, Our Expert 
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TRAUITIUONAL 
WEDDING 
LIN Gis + tex, , pti 


¢ 14 Karat White Gold 
¢ 14 Karat Yellow bold 


¢ In stock for immediate 
shipment. 


his offering of standard ring blanks 

is produced by the same excellent 
manufacturing methods that have made the 
NORDT custom-made wedding rings famous 
tor more than 35 years. 


TWELVE WIDTHS 


From 2mm to 12mm 
Full range of finger sizes 


Two different weights 
of rings in every width. 
All weights carefully 
graduated for beauty 
with economy, 
Weights for milgrain- 
ing are matched to the 
plain oval rings. 


LOW PRICES 


through standardization 





For MILGRAINING 
(7 mm Max. Width) 





While we will continue to produ e custom 
made Pifip’s aS If) the past these standard 


stvles represent af rationalization of many 
hundreds of designs now produced to ordet 
custome}? Cc or 


for each Manufacturing 


omies, through high volume and modern 
methods. make possible low prices on these 


Traditional Rings 


Serving Manufacturers and Wholesalers 
Exclusively for Generations 


John C. Nordt Co., Ine. 


INDUSTRIAL VILLAGE 


Cedar Groove, N. J. 
Established 1872 
Full information will be furnished upon request 
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St. Joseph of Copertino 


‘lying Medallion 


designed by 
; C. Paul Jennewein 


This medallion, not limited to a single creed, and made fam- 
ous during World War II as a special guardian of air travel- 
ers, is available again for the firet time since 1946. 

Comes in dime, quarter and dollar sizes in bronze, sterling 
silver, gold plate and 14Kt. gold 

5.5. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Horseshoe key chains 

S.S. medallion and 14Kt. gold medallion on 5.S. and 14Kt 
gold Clips 


®@ Write for price list @ 


AIRBORNE MEDALLION CO. 
153 East 70th St. New York 21,N.Y. BU. 8-2718 








ARLENE 


THE WORLD'S LARGEST AND FINEST 
SELECTION OF TROPHIES @ 
AND AWARDS 


GENUINE PEDRARA ONYX 
BLACK & GOLD ITALIAN MARBLE 
FINE WALNUT WOODS 


“MARBLETTE” THE GEM 
OF PLASTICS 


“RICH-GLO” FIGURES 


ARLEN’S NEW, 
ECONOMICAL “OSCARS” 


Write for new, copyrighted ‘Trophy 
Selection Guides with your im 
print, — a streamlined selling aid 
to imerease trophy orders and to 
reduce customer time in ‘‘select- 
ing trophies 


ARLEN TROPHY CO. ww 


SO GOLD STREET 2018) uae 


MODERN tee” 


SILVERCASE 


~ANYONE TO POLISH 


> = . 
SILVERWARE Rw 


WHO HAS ONE 


. OF THESE CASES ; 


LIGHT WEIGHT 
COMPACT + DURABLE 


LINED 
WITH 


@ PACIFIC =,. 
€ Mata? 


f ls GUARANTEED TARNISH-PROOF 


P00 dane of flatware — service for 12 


Fine quality alligator leatherette covering 
— Brass closwre fitting — 


Mi 


EUREKA MANUFACTURING Co. 
TAUNTON * MASSACHUSETTS 


ISH PROOF CHESTS CAGES. POLLS ANDO BAGS Sduece /926 





OPPORTUNITY for 


Watchmakers Engravers 
Jewelers Platers 
Diamond setters Crystal cutters 


A suburban branch of this company has been 
set up on Jamaica Avenue in Hollis, Long Island, as a 
showroom for the sale of merchandise and services to 
the jewelers of Queens, Nassau, Suffolk, Westchester 


and Fairfield Counties 


The showroom is in its Own two-story building with 


ample private parking area The main floor is devoted 
to the display of merchandise. which includes all of 
our controlled lines. and the second floor has facilities 


for trade shops 


Watchmakers, jewelers, diamond setters, engrav 


ers, ploters and crystal cutters are cordially invited to 
inspect the premises and to consider setting up shop 
with us at moderate rentals where they can profitably 
service the trade in a growing area free from the con 


finement and inconveniences of New York City 


The number of trade workers we can accommodate 


is limited. Call or write now for further information 


BEN LIEBERMAN & BROS. 


198-18 Jamaica Avenue, Hollis, New York 
HOllis 5-2025 
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i i 
f rouble / rormpl 


i iii Ki Criry IL hie 
Ke asonable Pri 4 


! k of wat hes int the 


Hf diechrnidadhel 


anleed Service 


Cente of] tive 


Displas fetil rif vv "itr 
ct n front of card No 2 Put card No. Ll on th 
fol cle | the window ind card No » on thie it tit 


sur watch display include an assortment of metal 


should by 


itch bands tor both men and women t these 
pul front of card No, | 
very watch brought in for repair oflers an oppor 
tunity to make a trade-in-sale for a new watch. It als 
oles 1 timely opportunity to increase the repair sak 
ith the sale of a watch attachment birthstone rin 
ud! other such jewelry should be included in’ ever 
onth s window trim 


it diamonds. an excellent time to 


LPRIT rs the month 


feature diamond jewelry Tol both men and women \n 
ittractive window can be mace up through the use of 
the 13 diamond playin ecards of a regulat poker Ol 
lee deck air se can be neatly ivranged at the Lap? 
it the card on which they are fanned out in a 
ula irrancementl Linder these playing cards | 
ull have the tollowing little message In fpril Dia 
on Ojus 


onds iz Prump Invest In a kine Diamond 
hasy. Dienthed Payment Plan 


ihe next installment of this series will discuss the 
retaul rewele! window displays and related lopics for 


months 


and “Liltittietl 


KK ffective Sales Promotion Signs Ask 


‘Why Buy An Off-Brand Watch?’ 


customer taces nm 


Kay . bh iter 


has ellectivels 


Vierely na emphasizin the danger a 


' 
pure hasing an’ unknown brand of watch 


lewelers lol, Welton si 


boosted its wat hy sales volume 


Denver { olo 


Durin the .¢ hristmas season and tor anniversars 
promotions thie hiv 


well-known make of 


int k Lip- m4 hook and raduation 


stresses the iiportances of buving a 


watch 
\ sicrrh any Ute 
Watch / lt then liste the 


the firm 


window asks W hy Bus \n (pti Brand 


well known watches carr dd ty 
thy ated Timea watch 


the tront of the 


(ther similar signs are 


department and in the watch cases al 
the theme is playe up oon 


stare hou lurthe) emphasis, 


Kal » dail 


| ran | ishiman owe of the 


radio USS il 


oll-brand 
bou ral 


tore. teels the 


emphasis is parti ularly important it watches 


When the 


explains, he 


rift-buver sees the variety of prices 


is likely ta) 


dissatistac bien 


is gilts 
| ishman bere ottic bargain 


cre*rie rally 


Kays continualls 


provided hy il 


minded the result is 
lo counteract this stresses the lon 
name brand 


,euis of dependable sevryV ice 
of the idea is shown by the 


Kay - reports 


success 


watch I he 


steadily mncreasing watch volume 


thie “pring 


For Over 126 years, the 


watches that bear the 


name. iWitels Sy be nave peer 
delislelte for marcniess precisior 


magnift cen? pedauty 


An exquisite example 


Jean Sybé’s 1956 line is sho 
y 


‘se? eee*® 
‘ 
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Lejt-—This new “Fortex-5” expansion band from 
Forstner, Inc.. is guaranteed for five years 
Said to expand to twice normal size without 
unsightly gaps. All stainless steel for 

$6.99; with gold filled tops, $12.95, FTI 

Far Left--tl\ex-Let Corp. introduces its new 
“(ustom-Mated Cords” which feature “ends that 
blend.” Cord is attached to watch with ring 

to prevent fraying. In yellow or white in 


three stvles, $3.95. FTI. retail. 


Lejt-——This is the new “Adjusta-Buckle” men’s 
expansion bracelet from Apex Accessories Co., 
Inc. New buckle eliminates need for sizing 
and may be used for engraving, emblems. 


etc. Retails for $14.95. FTI. 


kar Left—This new Syroco wall clock has a 
guaranteed, 8-day front wind jeweled move 
ment. Delicately-carved floral design. In 
Vetalgold, or white highlighted with gold, 


finishes, Suggested retail: $35 


Left-—This attractive cuff link and tie 

slide set is part of the new SS5500 assort 
ment introduced by Squire, Inc., Taunton, 
Viass. Sterling silver. kleven other sets, at 


$5 and $7.50. Set shown is $7.50. 


kar Left—This new “Timex” electric clock 
has been introduced by the United States 
Time Corp, in conjunction with its LOOth 
year. Comes with three extra suede fronts 


gummed for easy color changes. $14.95. 


They re new ... they re 
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Right—This new “International Stainless with 
Melmac” from International Silver Co. has 

f hip. crack, pit and stain-resistant handles. 

In four non-fading, light-fast decorator 


colors. Twenty-piece starter set at $39.95 


Far Right-—-This new ladies’ self-winding, 
14K gold bracelet watch is from the “Golden 
Gift” series from Eterna Watch Co. Heart 
linked bracelet. Gold markers and white 
dial. Retails at $220, FTL. 


Right——This “Franklin Souvenir Spoon” from 
Oneida Lid, Silversmiths is in honor of 
Benjamin Franklin's 250th birthday year. Has 
(,reat Seal, 13 stars of original states, Liberty 


Bell. Silverplate. Retails at 50¢ 


Far Right—This new diamond and platinum 
circle pendant brooch is from Raymond Abra 
hams, 551 Fifth Ave., New York. Contains 3 pea 
shape, 12 marquise, 61 baguette and 20 round 


diamonds. To retail at about $5.000 


Right—-This new men's ring is now offered 

in the “Spectaculight” line from Karlan & 
Bleicher. Row of melee are channel-set around 
perimeter of center diamond to create etlect 


of a larger single diamond. Many other styles. 


Far Right This is the new “Glamour Leash’ 
for dogs introduced by Glamour Leash. Ltd.. 
1071 Sixth Ave... New York. Flexible, non 
tarnishing in gold or platinum color 


Lightweight vet strong $7 95 


vours to profit by. 
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wneyTe now... 


Lelt-——Wm., Rogers & Son has introduced this 
new modern floral design. opring llowers,” 
in silverplate. Hollow-handled knives have 
precision hollow ground blades. Special 
introductory price: service for & at $39.95. 
har Lejft-—This is the “Crossfire” model from 
the new line of gold filled men’s watchbands 
currently being introduced by Speidel. Two 
other models are available. 1 /20-12K gold 
filled. They retail for $9.95, FTI. 


Left—This new “Ebony N’ Gold” watchband 
is one of four men’s models which have 

heen introduced by Jacoby-Bender. Inc. 

Has jet black ebony insets inlaid in panels 


of gold, Pri ed at 9. Kevstone 


kar Left—This attractive alarm clock is 

the “Snooz-Alarm” soon to be available from 
(,-h. Teles hron. Allows sleeper to snooze 

after being awakened in the morning. In 


soft pastel gray. Under $10, retail. 


Lejt-——This is the new “Silver Rose” pattern 
in Heirloom Sterling by Oneida Ltd. Silver- 
smiths, Design made up of curving scrolls, 
leaves and open rose, Corinthian handle 


Lips. Spe ial 2|-piece set for $99.75. 


har Left This « uff link and tie bar set 

is “Romanique’ from Anson's “Port of Call” 
line of men’s jewelry. Inspired by TWA’s 
ports of call, sets reflect international 


influence. From $3.50 to $8.50. retail. 
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_Just dropping in 
“\/ to tel 
\ you about... 


UNITED STATES STEEL’S 
\ “OPERATION 
A promotion to help you sell more bridal gifts 
made with steel—any product—any brand you choose 





Shower the Bride with Gifts of Steel'” It's a great idea, a 


great promotion, to help you sell more steel gifts for the bride jC-26 
this Spring—stainless tableware, traffic appliances, decora Robert C. Myers, Director 

ni : ‘eer es . » wifte ; , f : 
tive items. All kinds of shower and wedding gilts made with Market Development Division, United States Stee! 
steel are included in this promotion. You choose your prod nt . 
ucts—you name your brands 525 William Penn Place, Pittsburgh 30, Pa 


The promotion theme and the symbol, the colorful um 
brella, will be advertised by Mary Kay and Johnny on the 
[/nited States Steel Hour, (over 25 million people will see 
each of these commercials). Full color, spread advertisements 
in the May issue of The Ladies Home Journal, and the 
Summer and Fall issues of Brides Magazine will get the 
message to another 5 million people 

Join in with this big promotion. Plan to advertise 
theme— “Shower the Bride with Gifts of Steel” in news 
papers, on the radio and TV and in window and store dis 
plays. Take advantage of U. S. Steel's national advertising Name 
to help you sell steel gifts for the bride 





Please send me advance reproduction art far ‘Oper 


ation Shower and the special promotien kit when 








it is ready in April 








Piease send me the Operation Shower’ promotion 


the kit in April | do not need advance repreduction art 











START YOUR PROMOTION PLANS NOW! T’o help you get started Address eT ery rte 
with some long range planning, U. S. Steel has prepared 
special reproduction art of the “Operation Shower symbol 
and theme. Your advertising agency, art staff or newspaper 
can use this material to help you plan your promotion now 


City 


; tat 
GET THE FREE “OPERATION SHOWER” PROMOTION KIT. Special dis | wate 


play material, radio scripts, newspaper advertising ideas 
and a retail plan book are being printed by U.S. Steel to 
help make your “Operation Shower’ promotion a big suc 
cess. This kit will be automatically sent to all stores who 
send for the free reproduction art now. The kits will be 
mailed in early April 











UNITED STATES STEEL CORPORATION 
Pittsburgh 30, Pa. 
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HELP YOURSELF TO 


hy birginia Dixon 


A. The wedding motif of this manufa 
turer's unit should be emphasized 

with cutout hearts as frames for the 
ring boxes on the circular panels 


Small nosewavs further set the tone 


i. { turntable with a display of silver 


spoons comprises this manufacturer s 
unit. The ribbon bowknot on top is 
repeated by suspending small gift 


prac hkages from the windou ceiling 


q. For watches, this shadow box ts 

a fitting centerpiece { drape of 
fabric under it and across the windou 
sepa can repeat one ¢ olor, or contrast 


with the color for added emphasis 


a. This shadow box takes the form of 
a stage setting The color scheme 
unifies this window repeated in 

the hac keground and covering of the 


window steps, and on the figurines 


® National advertising, in magazines, on radio and tele 
vision, 18 a powertul influence in creating consumer 
attention and interest in jewelry store merchandise. brut 
the fact remains that no sale is made until the custome: 
has seen and examined the merchandise in the store and 
has reached a final decision about it. 

Her first stopping point on the way to this decision 
may very well be right in front of your store window 
Hlere can be the spot where she will first see the actual 
merchandise in which her interest has been aroused 
Here she is within a few steps of the opportunity to pick 
it up and look at it, examine it and compare it with othe 
merchandise, 

So your window display has a double job to do. It 
must first flag her attention and make her realize that 
this is the watch she saw on TV last night or the set of 
silver flatware that she admired in a magazine ad this 
morning. Second, the window display should make het 
want to come into the store and continue her examination 
of the merchandise with the assistance of ial salesperson 

The manufacturer is quite conscious of the opportu 
nities that your window space offers and is ready with a 
wide variety of display helps to back up his national 
advertising. It is. up to the jewelet however. lo see that 
these helps are utilized to the best advantage. 

One of the first things it might be well to do, would be 
to plan a schedule coordinating your display plans with 
the dates of national ad public ations and TV showings 
(he manufacturer's representative will be glad to work 
out such a schedule with you, arranging for you to have 
whatever display material is available at the proper time 
But don't expect just to pull id display unit out of its 


carton, plac e it in vour best window location and call the 
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WINDOW DISPLAY AIDS 


job complete. Manufacturers’ displays must be planned 
to be adaptable to a wide variety of sizes and types of 
windows. 

lhe manufacturer cannot supply you with displays 


made to individual speci hi ations, but he does spend ul 


deal oft 


that are capable of 


greal time, money and effort assembling units 


adaptation to the needs of the great 


majority of stores. It is in the store's own thoughtful 


use of the material supplied that this material becomes 
the 4 weler s own display 

Lxamine and consider each display card and display 
unit that the manufacturer offers you from the point of 


view ol your own display policy. | se the supplied 


material as the starting point and plan accessory 


materials and background that will enhance it, rathet 


than try to thrust the unit into a window already set up 
ind unrelated to it in color or planning 
Avoid showing several manufacturers displays in one 


They 


sign or theme, however good each one may be individual 


window will seldom be harmonious in color. de 


ly. Feature one at a time and give each a good showing 
rather than have them compete with each othe 

lhe color scheme of 
The effect of the 


display can be spoiled by background colors that clash 


your window is especially im 


portant handsomest manufa turer * 


with it. It is a good plan to use a pleasing contrasting 
color for the background with a repetition of one or two 
colors of the display unit in smaller areas of the window 
If you cannot plan a new background for each display 
keep to that with all of 


be sure to show a good assortment of the featured 


colors will harmonize 


neutral 
them 


merchandise with each display. Remember, this may be 


the first time vour prospective eustomet has seer if 


1956 
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belore her. actually oti display if} you! window 


four possible manufacturers’ displays are visualized 


in the ace ompanying sketches and the adaptation of each 


o a complete window display is suggested. For Sketch A 
a bridal display for diamond wedding and engagement 
rings is shown. The manufacturer's unit is self-contained, 
nie luding the heart-shaped frame with several shelves 
for ring boxes and the bridal figure on a small base 
Lhe motif of the unit should be emphasized by using 
boxes dis 
Phese 


could be plain or they could be used as price markers. 


small cutout hearts as frames for the ring 


played on circular panels on the window floor 


or carry other copy. The unit is placed on an elevation to 
vive it importance and ribbon streamers are extended 
from it across the window on either side in order to tie 
the floor arrangements visually to the central unit. Small 
nosegays of bridal flowers repeat the flowers on the heart 
frame 

\ turntable unit displaying a selection of silver spoons 
with a display card for the silver chest comprise the 
manufacturer's unit in Sketch B. The ribbon bowknot on 
Loopy of the turntable unit is repeated by suspending small 
gift packages with ribbon and bows from the window 


\ cite ulal 
pad placed partly under the chest to the right serves a 


ceiling and by tving serving pieces with bows 


idditional display space and repeats the circular design 
ot the 
window 

\ framed 


hands and watches is indi ated as a wat hy manulacturet 


turntable. A long runner extends the width of th 


shadow box erie losing a photograph ol 


display in Sketch C. A simple drape of fabric is used 

unde the shadow ho and Ac tte the window steps 
/- why | - 

12° 


; 








Yuidil Gi | The Bridal Market is 


Poole ieee ' BIG BUSIN ESS 


Good, Sound, Year-Round 
Business for YOU! 


Just look at these figures compiled by the Office of 
Vital Statistics .. . there were 1,476,000 marriages 


Sterling PAUL REVERE COPPEE SET last year! Here’s a month-by-month breakdown: 
No. 3462/4 $190.00 set Retail 


Jan. 7.1% Feb. 66% # £4March 6.6% 
April 80% May 84% June 11.3% 
July 89% Aug. 9.2% Sept. 9.0% 
Oct. 8.6% Nov. 7.8% Dec. 8.5% 


Here's positive proof that the bridal market creates 
a constant, Year-round demand for bridal gitts that 
means big business for you! Every day is a wedding 
Solid Sterling PAUL REVERE PITCHERS No. 363 3 day, and every day is your day to increase business 
ll cht lee by stocking Poole Hollow Ware . . . for Poole Sil- 
ver, both Sterling and Plate, has always been a pre- 


ferred item on every bridal gift list. 


The Poole Silver Company has been dedicated, for 

over 60 years, to the exclusive production of Ster- 

ling and Silver Plated Hollow ware. Poole knows 

the desires and needs of your customers, and their 

design and craftsmanship are devoted to creating con- 

stant customer satisfaction. When you compare the 

) : quality, workmanship, and weight of Poole Sterling 

Queen Anne Sterling TRAYS No. 364 $25.00 a i - 3 and Silver Plate you will know that you are selling 
No. 470 $60.00 No. 4718$90.00 No. 472 $120.00 Retail : ro eae 


the finest .. . and, best of all, your customers will 


know it! 


| All prices subject to Federal Tax 


Sterling Kine ive 
CMsARETITIET BOX 


$645 00 Retail 


TRADITION SiTLVER SiINWCcet 1893 


Sterling S-LIGHT CANDELABRA No. 754 
; $200.00 pr. Retail 




















Of 


Poole’s Big Year-Round 
National Advertising 


Program oo 


Designed to Get 
Big Business for YOU! 


Ae’ ile Sale 2 — te 


LEI : 
4% GO BSRIDES 











PITCHER WNo. 401A $40.00 Retail 








Old English CHAFING DISH Retail 
CHIPPENDALE TRAY Ne. 4214 $66.00 Retail 





No. $070 4110.00 

















A Nationa! Advertising Program second to none in 
the Hollow Ware ftield' Just look at this coverage 

LIFt [Hi BRIDES MAGAZINE, GUIDI 
POR THE BRIDE. HOUSE BEAUTIFUL. HOUSI 
AND GARDEN, THE NEW YORKER if wall 


put rhe I Ole Story iff aifmfost every home’ 














FOOTED CHIPPENDALE TRAYS No. $208 $14.50 


No. 47090 $16.50 No. 47104727.00 Ne 47164277 50 Retail 


More’ Sure Poole gives you another sale 





atl 





a special catalog, tor you to present 








tO the bri l¢ to-be which she may use in 


lectine her Poole Silver. She may study the 


whe ic Po f ine if} her home it het eisuf4re 
still more sales for 





Old English VEGETABLE DISH ‘%® ?UFFA 


$44.00 HKetail 







4% abn ; ww ths ai wler 





POOLE SILVER COMPANY, INC. TAUNTON, MASS. 


NEW YORK PHILADELPHIA CHICAGO 
1G Pifth Ave Washington Square Bidg . 20 BE. Madison % 





BUFFET 





Mt 





$40.00 Rerail 





, LiGghtl { ANDELABRA No S4 


Retail 


$200.00 pr 


wo BRAND NEW 


WESTCLOX 


ELECTRICS 


Horfact for Spring -and for perk Ng up protite | 


THE 


Snowflake wt. 


MODERN AS TOMORROW! 3-dimensional white dial pops 
out against colorful plastic case. 7” in diameter. Non 

breakable crystal protects dial. Convenient hand-set knob. 
Red, Mint Green, Pink or Charcoal case. 


evan $595 


pivs tox 


THE ALARM 


Sheraton 2:27" 


CHARMINGLY TRADITIONAL! Styled for today in pop- 
ular fruitwood finish. Traditional design is carried out 
in the handsome dial and round brass legs. 414" high. 
Pleasant bell alarm. 


RETAIL $895 


pivetas« 


Perfectly Displayed for Fast Sales! 


PREE attractive counter 
display designed to play 
up full color choice. 


17%" HIGH, 16° WIDE 


SNOWFLAKE 
ASSORTMENT 
NO. 1220 


Includes 4 clocks (one 
each color) and beauti- 


ful FREE display 


$73.80 
Dealer Cost _ 1.64 


Bader i keifetes On ginal 


Westclox 


FREE distinctive single unit dis- 
play gives this clock a gem-like 
setting. 11° HIGH and 10° WIDE 


SHERATON 
ASSORTMENT 
NO. 1079 


2 Bheraton Fleetrie 
Alarms and FREL 
single unit display 

$17.90 
Deoler Cost 11.76 


5°, Quantity Discount on 6 Westclox electric clocks, one 
model or assorted. « For your protection Westclox prod 


ucts are Fair Traded in all states having Fair Trade Laws 


WESTCLOX 


MADE BY THE MAKERS OF BIG BEN LA SALLE-PERU, ILLINOIS PRODUCTS OF vad CORPORATION 
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Lejt-—Designed by Raymond Loewy on Con- 
tinental china, new “Fountain Court” pat- 
tern is soft-toned scenic dominated by 
turquoise; 5-pe. setting $10.75 retail 


from KRosenthal-Block China Corp., N. Y. 


har Left-—-\n Royal Crown Derby bone china, two 
new candy boxes holding | pound; left, 
traditional flower decoration; right, 

modern style in gold and white; gift- 


hoxed, From kdward Boote. Inc... N. ¥ 


Lejt-—New “Thistledown” pattern in Royal 
Doulton bone china gives a misty effect 
in smoky gray with blue forget-me-nots. 
platinum edge; 5-pe, setting $19.25 re 


tail hkrom Doulton & { ©... Ine , New Y ork. 


kar Left-—This pair of owl bookends is made in 
satin-finished lead crystal by the Royal 
Leerdan factory in Holland; gift boxed. 
they may be retailed for $22.50 a pair. 


krom A. J. Van Dugteren & Sons, Inc., N. Y. 





Left New footed compote in Bavarian Cry s- 
tal has plain bowl and closely twisted 

stem. 4°54” high and 5°4” in diameter; 
may be retailed for about $2.95 each. 


from Geo, Borgfeldt Corp. of New York 


Far Left—This “Honeysuckle” pattern in bone 
china dinnerware has rich turquoise and 
yellow colorings highlighted with flecks 

of gold; 5-pe setting is $19.50 retail. 


From Josiah Wedgwood & Sons, Inc., N. Y. 


‘able top fashions .. . 
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Right—*Shangri-la’—-one of new group of 
> “Oriental Fashions — designs. shows fan, 
bamboo stems and leaves done inl turquoise 
and yellow: 5 pee setting retails under 


S10). by Jackson China ¢ Due of New Y ork, 


kar Right-—Beautifully modeled in Italian china 
this Madonna figure is 171%” high, retails 

at $36. Made in white with blue cape or 

in all-white trimmed with wold. rom the 


Hudson Art Importing Co., Inc., New York. 


Ris ht-—*Berkshire’ is the name of this din- 
nerware pattern in Spode bone china—a 
brown print finished with gold edge line: 
pe, setting may be retailed at $19.20. 


l'rom Copeland & Thompson, Inc., New York. 


har Right New “Birch Blossom” pattern in 
l'ranconia china from Bavaria is Oriental in 
feeling, done in pale yellows and greens, 
platinum line; 5-pe, setting $8.95 retail. 


l'rom Herman C, Kupper, Inc., New York. 


Right—*Bon Ton” pattern by Jaeger of Ba 
varia is made up of gray and pink ribbons 
with platinum edge line on a coupe shape: 
»-pe. place setting may retail for $12. 


Krom Ebeling & Reuss Co.. of Philadelphia. 


har Right-——Bachelor buttons in golden hues an 
border of tiny gold stars make up new 
“Boutenniere’ desien in French Haviland 
china: 5-pe. setting retails at $19.75. 


hrom Haviland w\ ( ().. Ine.. of New Y ork. 
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Glass & 
Giftwares 


by MADELINE LOVE 


¥ any definite style trend was to be observed at the 


Pittsburgh china and glass show, held last month at the 


William Penn, Carlton House and Fort Pitt Hotels, it 
was elegance, 

This is not a new trend, of course. It has been in the 
making since last summer, as we noted in our December 
issue, Dut the show made it clear that manufacturers, 
importers and retailers all expect the consumer to grow 
increasingly interested in richness of material and design 
during the coming year. 

Gold was widely used in the new decorations, particu- 
larly in fine china, Some of these dinnerware designs 
were done entirely in gold but more often the metal 
appeared in combination with color—sometimes rich 
enamel colors. Gold was used sparingly, however, in 
stemware design, although one manufacturer offered 
milk glass stemware decorated with gold, But in informal 
glassware-—cocktail sets, highball sets, serving acces- 
sories and the like, the infinite variety of decorative 
effects was dominated by gold, with silver and platinum 
as runners-up. 

Lightness of touch characterized most of the new 
dinnerware patterns, The prevailing interest in gold and 
platinum was never allowed to develop into heaviness 
and most of the designers seemed inspired with a general. 
ly similar taste for graceful elegance. They also showed 
a distinct preference for tones of blue and yellow, veering 
definitely away from the pink which so dominated the 
1955 Show. Pink appeared often, of course, but usually 
in such small effects as the petals of flowers. 

The blues and yellows were important in practically 
every showroom and in every price range. One china 
house brought out no new patterns at all but concentrated 
on a merchandising program for the two blue-rimmed 
patterns which were introduced a few months ago. And 
several factories had solid-blue backgrounds with white 
decorations. 

There was a number of new dinnerware shapes on dis- 
play this year, most of them in some version of the coupe. 
And there was a new china dinnerware line, too 
domestic china in a shape characterized by a high foot 
on all of the hollow pieces. Also an innovation was an 
imported china decorated with several American Indian 
designs done by a young Indian artist. 

One of the signposts pointing toward a renewed inter- 
est in more formal table setting was the display (and 
sale!) of dozens of new stemware patterns, many of 
them in the light, tall-stemmed shapes which have been 


130 


in partial eclipse for the past couple of years. Almost 
all of the new designs were in crystal, too, with only an 
occasional touch of color, and most of the bowls were 
decorated with cuttings or etchings. 

Noticed in several glassware showrooms, also, were 
lines of crystal accessories banded with platinum and 
sold with silver forks or spoons, Milk glass continued its 
popularity, with many factories adding numbers of pieces 
to their lines. 

Business-wise, the show was a definite success. Al- 
tendance was high and retailers were in a mood to buy 
a pleasant augury of things to come this year. And the 
retailers found that many of the manufacturers not only 
had new things to offer in the way of merchandise, but 
also in the way of merchandising assistance. These might 
be complete kits for merchandising certain patterns; dis- 
play fixtures which the retailer might borrow or rent 
or buy; a “club plan,” in which the manufacturer offers 
a complete program for setting up a china club plan 
similar to the sterling silver plan; and many other pro- 
grams for assisting the retailer. 

. 7. . 

IGHLY successful was one of the innovations of this 
Eiivcer’s show in Pittsburgh—the staging of two large 
cocktail parties for the buyers at the William Penn Hotel. 
The parties were held on Thursday and Monday even- 
ings during the show, hosted by John M. Hammer, 
executive secretary of the Associated Glass and Pottery 
Manufacturers, sponsors of the show. 

. . * 

N Saturday night during the show, the Geo. Borg- 
( Dieta Corp., of New York, celebrated its 75th anniver- 
sary with a large dinner party at the William Penn Hotel. 
About 150 guests, including buyers, old friends in the 
trade and members of the trade press, attended and were 
welcomed by Fred J. Simon, president of the company. 
l'red Kolb, 82-year-old chairman of the board, flew to 
Pittsburgh for the occasion and gave a talk at the dinner. 


eve & CERAMIC INDUSTRIES gave a press party Friday 
night, January 13, at the studios of the Peter Muller. 
Munk Associates in Pittsburgh, to introduce the new 


“Tricorne” design in Val St. Lambert crystal which was 
created by this firm of designers. Made at the Val St. 
Lambert factory in Belgium, the new design utilizes the 
triangle as its motif. The line ranges from ash trays to 
complete smokers’ sets, candlesticks, center pies es, candy 
and nut servers and bowls, to retail from $6.50 to $30 
Each piece is gift packaged. 
** @ 
| B. Sark, general director of the French Glass Co., 
4*inc., of New York, has appointed William Streeter, 
225 Fifth Ave.. New York, as selling agent for the eastern 
seaboard; Ralph P. Higgins Co., of the Chicago Met 
chandise Mart, for the Midwest, and Clay Folsom, of the 
Dallas, Tex., Merchandise Mart, for the state of Texas. 
This company represents in this country the products 
from “Univer,” of Paris, France. “Univer,” meaning 
PLEASE TURN TO PAGE 144 
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Founded 1742 


A 


(formerly, (formerly 
Grace Wheat} Grace Plain) 


Famous Kosta Crystal trom 
Sweden, with the clear, 
sweet ring and sparkling 

brilliance that speaks 
eloquently 3) eee 


p< rh quality 
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Sickan) Tou ChAL a 
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anew; 


TAYLOR LONDON EKEBERGA MALMO 


All available in crystal only, except Bernadette, which is available in crystal, smoke, 
blue and green, and Maimo, which is available in crystal and smoke. 
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Hy Al P. Nelson 


{ long range 
and diversified 
merchandising 
effort paid off 
for a midwest 
store s china. 
silverware 
and gifts 


d epartment 


WRAPPING UP A BRIDAL PACKAGE 


* A comprehensive merchandising program combined 


with an unusual store layout makes a successful 
bridal and wedding gift package for Estberg & Sons 
(Co, (Ine.}, 301 W. Main St., Waukesha, Wis. 

lhe three owners, Kenneth, Norman and Richard 
Kupper, have located their high-volume bridal and gifts 
department on the third floor. To reach it, customers in 
the first floor jewelry store take an elevator, bypassing 
the second floor, whi h is given over to business ofthe Cs 
of several firms, 

The department is large and busy enough to require 


the services of five sales girls and a bridal consultant. A 
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bridal headquarters on the third floor of Estberg’s in 
cludes the consultant's desk, where the bride-to-be, and 
her mother, if the girl wishes, can discuss wedding plans. 
An adjacent reception table carries an arrangement of 
silver, trays, coflee and tea services and candelabra, and 
a smaller table displays a variety of punch services. 

In this setting. Mrs. Gerry Lewis, gift department 
manager, conducts the all-important initial interview and 
registration, brides-to-be who register at kstberg s may 
borrow for their weddings, without charge, candelabra 
sterling silver coffee service, silver platters, silver meat 
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© The simple strategy of moving up its annual bridal 
merchandising program to April has brought healthy 
sales increases during the past five years to Arthur A. 
Lverts Co., Inc., 1BG15 Main St., Dallas, Tex. 

Qur purpose was not to steal a march on the retail 
jewelry field in general, but rather to align our promotion 
more accurately with local circumstances,” explains 
Myron Lyverts, president of the firm. “In doing so, we 
lound that we stimulated many brides-to-be to get an 
early start on their planning. 

“We hit upon the idea simply by examining the ‘tradi- 
tional’ time for wedding gift sales,” says Lverts. “We 
learned that the trend has moved forward in the year and 
have recognized the sales potential represented by April. 
Whether this is true nationally we do not know, but it is 
definitely a fact in the Dallas market.” 

In moving up its bridal promotion to April, the firm 
built its first merchandising program on the theme, “| 
Do.” Though this theme proved successful, and also 
worked out well from the standpoint of advertising and 
display, the company was not entirely satished with it. 
Something more dramatic and to the point, from the 
standpoint of both prospective bride and potential gift. 
purchasers, was desired, After a good deal of consider- 
ation, the firm decided upon the theme, “April Is Brides- 
to-be-Month.” This has worked out so successfully in all 
respects that it may be permanently adopted, 

To carry out the theme, each of Everts’ windows was 
devoted to the bridal promotion. Small manikins, clothed 
in fine reproductions of satin and lace wedding gowns, 
formed the centerpieces of the windows. This collection 
of tiny brides, coupled with one “groom’s window,” 
devoted entirely to gifts for the groom, the best man and 
the ushers, drew much attention. 

Blown-up reproductions of wedding invitations, carry- 
ing the message, “ April ls brides-to-be Month,” were also 


featured in each window, These blow-ups were also 


carried through in the store’s flatware, hollowware, china 
and glass and diamond departments. A few were also 
placed in other sections which were associated with en- 
gagement and wedding gifts. 

A particularly effective display was the banquet table 
placed in the archway that connects the main Everts’ 
store with its annex. The 12-foot-long table was set fo: 
a typical wedding reception, complete with 35 sample 
wedding gifts, from a picture frame to stemware and a 
silver candelabra. 

At the heart of the “April Is Brides-to-be Month” pro- 
motion was a consultation service featuring “Miss Ann 
Sterling,’ a named created by the firm for one of the 
saleswomen who served as bridal consultant. The con- 
sultant had no sales responsibilities, her only duties being 
to answer the questions of prospective brides and to give 
as much guidance as possible in their selections of mer- 
chandise. 

“We consider this a particularly important touch,” 


> 


says kverts, “inasmuch as the prospective brides were 
told immediately that the consultant had no sales to 
make and was there for the sole purpose of offering help. 

“We have found that this helps the customers open up 
and discuss the details of the wedding,” Everts explains. 
“The bride who is steered along by the consultant will 
normally go much farther in making her pattern regis. 
trations and other selections. The goodwill achieved is, 
of course, usually transferred directly into more gift 
sales per bride.” 

The position of bridal consultant can readily be filled 
by any of the sales women who have a good, sound 
knowledge of flatware, hollowware, open stock dinner- 
ware and other bridal merchandise, Everts points out. 

“By creating a name, rather than tieing the position 
to a specific employee, we will be able to offer an ‘Ann 
Sterling’ consultant at all times. We have already sent 


one employee to a special school sponsored by a well- 


PLEASE TURN TO PAGE 154 


APRIL SALES FOR JUNE BRIDES 


Observing the local trend and forgetting 


tradition, a Dallas jeweler decided to 


bridal 


miove ul p 
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The 
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April. 


profitable. 
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IN ATTENDANCE AT: 

Chicago Gift Show, La Salle Hotel 
New York Gift Show-—Pote!l New Yorker 
The Gift Show in Dallas 
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A. J. VAN DUGTEREN « SONS, INC. 


210 Fifth A New York 10, N. Y 
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Unadorned. warm: 


forms alone, Serv.” 








Colors jor spring are varied and cheertul 
keeping with this idea, David Grad. Nev 
introduced lmao Donna hracelet 

using pastel colored stone 

a charm hac h ol these piece 

Kalph Singer Co. (lower) design 

strongly Japane e feeling keeping 

ern influence in ready-to-wear style: 

able iri rhodium finish The nechlace mith rhine 


accents. retails at 812: earring Si.00: brooch 


SPRING FASHION from page 94 


springs fashionable dresses and jackets 

The still-favored big hat looks better with giant-sized 
earrings that add the touch of color or glitte: 
color costume look. Short sleeves on coats and dresses 
under a jacketed costume leave lots of space for bracelets 

Most important, manufacturers have traded up in 
style, as well as in quality, so the new creations have 
fine, precious look, 

Customers prefer the quality look, as last Christmas 
sales records showed, and they ll be more willing to bur 
if that quality look is incorporated into the kind of 
fashion jewelry that will bring their costume up to date 

Mink stole manufacturers have proven the value of 


selling fashion colors rut h Se asiitl . (atl manulacturers 


unprecedented sales totals have shown the same reward 


ing experience with selling style. Certainly this practice 
can be duplicated in the merchandising of costume 


jewell vy. 
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Patterns keyed to today's home fashion trends 
quality and workmanship you can sell with pride. 


BELNOR 


FLINTRIDGE TOWN & COUNTRY SHAPES IN MATCHMAKER COLORS 





WOODSONG WHITE 





FLINTRIDGE REPRESENTATIVES 


MISTY LEAF SKYLARK 





FLINTRIDGE CHINA CO 350-380 S$. Raymond Ave., Pasadena |, Calif 
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A style-conscious 
jeweler renovates 
his clock inventory 
every 90 days. This 
has boomed business 
in a frequently slow 
department. 
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HICKING OFF NEW PROFITS 


* Giving their clock department the 
double-barreled treatment of a great- 
ly increased inventory, renovated 
every three months for new styles, 
has paid off in substantially larger 
profits for a Phoenix, Ariz., jewelry 
store, 

Daniels Jewelry Co. management 
decided to put new emphasis on 
clocks shortly before the store was 
relocated in new downtown quarters 
at 14 k. Washington St. 

In the large basement showroom 
the clock department is given pre- 
ferred position—it is the first area 
that strikes the customer's eye. 

Clocks also are kept on the first 
floor, but here other space problems 
have prevented a concentration of 
them. Samuel H. and Malcolm 
Strauss, store heads, did the next 
best thing and included a sampling 
of the clock inventory on this floor. 

A permanent window display 
rounds out the full-scale treatment 
the Strausses give their clock depart. 
ment. 

In the opinion of Samuel Strauss, 
“Probably the most important change 
we have made in clock merchandis- 
ing was to renovate the inventory 
from a style standpoint every three 
months.” Although some items are 
staples, almost always in demand, 
the bulk of their inventory can be 
varied at 90-day intervals, This policy 
insures that a customer will regularly 
see virtually a new selection of clocks 
if he enters the store as many as 


four times a vear. 


The Arizona jewelers have been 
keenly aware of the sharp change in 
the clock market in recent years, 
and have profited by their knowl. 
edge. For example, much of their 
sales volume is in kitchen clocks, an 
increasingly popular gift for the 
home, bought in increasing numbers 
throughout the year at Daniels’. 

Samuel Strauss points out, “One 
important sales clincher we have 
developed is to point out that in 
most new homes there are high wall 
outlets provided for clocks. doing 
away with the unsightly cord trailing 
up the wall, That cord kept a lot of 
women from buying kitchen clocks. 

“Once we get this point across, we 
can invariably sell the housewife who 
needs to keep track of the time, as 
part of a good many of her activi- 
ties. 

The structure of Daniel's clock 
merchandising program has been 
changed also by the increase in 
ornamental wall clocks throughout 
the house. Since few new homes have 
mantles, wall clocks are being hung 
on living-room walls, Strauss notes. 

The Strausses include fine gilt 
clocks in thei inventory, both on the 
first floor and in the basement. 
Atmospheric clocks, copies of Luro- 
pean-styled 00-day clocks and other 
lines regularly draw customers. At 
the other end of the style scale are 
novelty clocks, which always find a 
customer. Prominent pendulums, 


moving lights, clocks set in ships or 
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Franciscan leads the way again with a new prepaid freight policy! This 
means store-door deliveries for you, with gross mark-ups free of unpredic- 
table, aggravating freight charges. Check this new policy: 

All orders totaling $150 retail or more will be shipped FOB Los Angeles 
Warehouse or Columbus, Ohio, Warehouse with freight prepaid to destina- 
tion. (Earthenware and Fine China orders may not be combined for this 
purpose.) We reserve the right to designate routing on all freight prepaid 
shipments. In cases where the customer specifies routing other than the 
cheapest way, shipment will be made freight collect and an allowance de- 
ducted from the invoice equal to the freight cost by the cheapest routing. 

All orders totaling less than $150 retail will be shipped FOB Los Angeles 


Warehouse or Columbus, Ohio, Warehouse freight collect. 


GLADDING, McBEAN & CO. 


Dinnerware Showrooms in Los Angeles, 2901 Los Feliz; 
Chicago, Merchandise Mart; New York, 712 Fifth Avenue. 








OWING UP THE PRICE-CUTTERS 


By Robert 


Through a series of advertisements, a Denver 
jeweler exploded the fallacies of certain types of 
sales and gained new business for his own one- 
price operation. 


° Sponsoring a novel and hard hitting series of news 
paper ads on the theme “Who's Kidding Who?” 
meant sharply brit reased sales and considerable publicity 
for Kenmark lvth Welton 
Colo 


has 


Jewelers. and Sts.. Denver, 


The series, which ran in the local newspaper, Kocky 
Mountain Vews, was the idea of Harry Rubin. head of 
99 


the Denver store. Rubin, who has been a jeweler for 22 


140 


A. 


“advertising which leads to public 


Latimer 


Vear>rs., has alwavs heen fiercely opposed to what he calls 
When a 


few cut-price promoters in the area recently ran news- 


distrust. 


paper ads which he thought were “bad for the jewelry 
retailing business as a whole,” Rubin decided to do some- 
thing about it. 

To fight fire with fire, he devised a series of near-full 
page ads, headed with the line “Who's Kidding Who?” 
In each ad, Rubin took the stand of a scoffer at liquida. 
tion sales, renovation sales, sacrifice closeouts, special! 
purchases and other selling gimmicks which invariably 
appear in cut-price jewelry advertising. 

PLEASE TURN TO PAGE [48 
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ERVING PLATTERS 
1358 186-1/2 


1357 14-1/2 











up 





Sresiaver Underberg las Relender and Comooany The Grant Jacoby < ft) c Graham va ar Bros Lim ted The € ory G4, on nr oq." Tayler 
225 Fitth Avenve 551 Merchandise Mart 527 West Seventh 5! PO. Bex 302 12 Front Street West 130 Senta Fe Bidg 2320 Nerth 55 Street 
Terenteo | Canada Dailies 7 lesas Omaha. Nebrosta 


7 
New York 10, New York fh ago 54. nois Los Angeles 14 Cal W/ nter Park. Fle 


14] 


POR FEBRUARY, 





FAD Spose....... 


THE PW FINE ENGLISH 


DINNERWARE 
To Your 


NEX T Season's Fine English Earthenware 


ENGLAND 
Needs for 
G | F | English Bone China COPEL ANCS Cris 
[XGLANO 
B © Xx E S eee Lowestoft Stone China 


Be SURE of having boxes when you need 
them by placing your order NOW. You'll Made in England by W.T. COPELAND & Sons, Ltp 
make sure of getting the kind of boxes you 
want... your pick of PICTORIAL'S strik 
ing NEW colors and NEW designs... 
the sizes and styles you need. Make up 
an order now for ALL the various boxes, 
folders, and fancy wrapping paper you need COPE LAND & THOM PSON, | NC. 
for an entire year... buy from ONE re 206 FIFTH AVENUE, NEW YORK 10, N. Y 
liable source... at BIG SAVINGS. You 
can schedule deliveries throughout the year 
. «+ Pay as you go” and protect yourself 








IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


against rising costs and material shortages 


Wait no longer. You can enjoy these ad- 
vantages only if you act at once. The first 
step is to answer this ad today! 


NEW 


COLORS 
wo DESIGNS 


Restyled by 
one of 
America's 
leading 
Pr 
designers. 





Write 


for Who was the first | ngheh china company to de 


Catalog nerware in line with American style trends? K 


And who brings vou the heaviest national wae 


Covers PICTORIAL'S packaging needs, ram in the English china field? Ro 
completely restyled set up and folding boxes for powerful Spring schedule in House & | 
jewelry, flatware, china, glass, ... fancy 
wrapping paper, tying materials, seals, stickers 
Detailed information on prices and 
discounts included. 


PICTORIAL PAPER PACKAGE CORPORATION 


s1té mat ee HANDISE MART SOUTH LAKE STREET 
C bit Ad 0) 1@@i.. 14 AURORA ILLING©O TS 


Piet hike NEW YORKER, BRIDE & 
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VOLKSWAGEN 
Convertible 


To a Lucky Buyer 
Registering at this Show. 


SUNDAY FEBRUARY 
HOTEL NEW YORKER &@ 


HOTEL 
NEW YORKER 


NEW YORK 
TRADE SHOW BLDG. 


789 Exhibits * Merchandise from over 

30 foreign countries * Opening Sunday for 
six shopping days * 2nd through | I th floors 
at Hotel New Yorker * 2nd through 6th 
floors at New York Trade Show 
Building* * Registered California for 
West Coast Giftwares. 

*The Hotel Statier Division will not be used for 
this market, but you'll find all of these old 


friends in new surroundings at the 


New York Trade Show Building 


26th through FRIDAY MARCH 2nd 


NEW YORK TRADE SHOW BUILDING 


Bth Avenue at 35th Street) 


Sponsored by THE NATIONAL GIFT & ART ASSOCIATION, INC 
Directed by GEORGE F. LITTLE MANAGEMENT, 220 FIFTH AVENUE, NEW YORK 1,N. Y 
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CHINA, GLASS & GIFTWARES (from page 130} 


the Lnion des Industries du Verre pour Lh xportation, 
j* uti export a Bade A ation of the bk rene hy ylass industr’ 


COMM isifip yt) manufacturers 


7 oe 

\W ILLIAM F. DALZELL, president of the Fostoria Glass 

ee and t.. A. Donnan, president of the Federal Glass 

(Co.. have been elected governors-at-large by the American 

(,laseware Association tor a two-year period beginning 

January | Alternate-at-large is KR. M. DeGarmo. vies 

president of the McKee Glass Div. of the Thatcher Glass 
Co 


_— HERE are items trom the Vista Alegre china 
. services which were presented lo (Queen lizabeth If 
and the Duke of kKdinburgh by the president of Portugal 
when he was in kngland recently to open officially the 
Vortuguese Art kxhibition at the Royal Academy of 
Arts, London. The (Queen was given a S00-pies e dinner 


wet while the Duke Wis presented with a L 1 2-piee S tea 








PAUL 





A. STRAUB & CO.,. Ine. 


bstablished 
if? Kast 26th Street (Near Sth Avenue) 


service, both sets especially made and decorated for the 
occasion, This china has been made in Portugal since 
1424 when Jose Ferreira Pinto Basto found a deposit 
of unusually white china clay. Since its beginnings the 
factory has remained in the hands of the Pinto Basto 
family. The dinnerware is represented exclusively in 
this country by Fisher, Bruce & Co., of Philadelphia, 
while the artware is represented hy Charles Hall, Ine., 


of New y ork. 


* * 
A ha HANDISE will be displayed as well as stocked in 

the new showroom and warehouse naw being Cot 
structed at Columbus, O., by Gladding, McBean & Co., of 
los Angeles, manufacturers of Franciscan china and 
Franciscan ware. The new building will be completed 
about April | and will be under the managership ot 
Robert Saving. 

\. KR. Said, vice president and general manager of the 
Franciscan division, has announced that the company 1s 
taking over the payment of freight charges from either 
the factory or a branch warehouse to retailers. This new 
program took effect January | and at the same time, 
primary trade discounts were established which average 
) per cent gross margin on the ware and 45 per cent 


and 5 per cent gross margin on the china. 


> 
> 


_— rivi lanuars 1. a price increase ot about ‘ 


4 per cent on both French and American dinnerware 





Ve liona lly oS awe 


ye 
She Finest o 


} 
Wea varian 


OPEN STOCK 
DINNERWARE 
by 


LORENZ 
HUTSCHENREUTHER 
SELB 
stablished 1856 
THE ARGO 
Pattern No. 30934 


Available in open stock. 
9 plece settings 
94 and 64 Piece Sets 


1915 


New Vork 10. N. ¥. 
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patterns has been announced by Haviland & Co., Ine.., 
of New York. Mounting labor and material costs forced 
the increase, according to Theodore Haviland II. presi- 
dent of the firm. He says that to offset the higher price 
bracket, a four-piece place setting is being offered for 
the first time. This is in addition to the standard five- 


piece setting, and excludes the bread-and-buttet plate. 


W ILLIAM J. 


manager for the United States Glass Co, for some 


« * 


STEINKEMPER, who has been Chicago 


years, has resigned to become Chicago district manager 
of Cambridge, O. He will 
the Mer. 


for Universal Potteries. Inc.. 
out of the 
chandise Mart. 


operate l niversal showrooms in 


€ * * 


rage JENSEN. INc.. of New 


Y Kai Franck, Finnish ceramic and glass designer, has 


York, has announced that 


been awarded the Frederik Lunning Prize for 1955. The 
award was established in 1951 by the late Mr. Lunning. 
founder of Georg Jensen, Inc., to further the development 


of Scandanavian art. 


. ° > 
R” C. PackKarpb, who has been with the Libbey Glass 
1937 in 


both the advertising and sales departments, has been 


division of Owens-Illinois Glass Co. since 
named manage! of branch sales at Los Angeles. He suc. 
ceeds John V. Higgins, who was named western regional 
sales manager, 
* * &* 
"Rue Jackson Cuina Co.. of New York. has produe ed 


an educational film on “How American China Is 


Vade’’. 


stores for use on local TY 


and it to jewelry and department 


The film 


12 minutes and gives a step-by-step description of china 


is offering 
stations. runs for 


making. 


¥ . * 


pe o1s CHINA Co.. of Syracuse, N. Y.. has named 
Oscar Karch as sales representative in seven midwest 
states. For the past 13 vears. Vir. Karch has been with 


lroquois’ hotelware division 


W DARREN C. 
i 


or the Cronin 


* id v 


formerly midwest sales 


Co.. 


ANNIS. manager 


(hina has been named sales 


promotion managet for the Salem (hina Co.. Salem. O 


Crystal Mosaic Tiles Add Sparkle 
To Front of New Detroit Store 
Vevet lewelry ( 


new store at (;rand River 


Dos Detroit. Mik h.. has installed on its 
Ave. and Oakman Blvd 


exterior treatment using crystal mosaic tiles 


a new 


Described by the company as the first store front of 
its kind in the country, it is made of satin crystal tiles 
interspersed with emeralds,, turquoise and silver tiles, 
These gem-like tiles 


background of 


melted on glass encased in crystals 
imported from Italy, sparkle against a 
Polyglas. 

different 


interior i a 


lotal 


Decorative feature of the store 


color scheme for each department store area is 


1, OM) square feet 
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FRANCONIA CHINA 


One of Europe's Finest 


AT THE 
CHICAGO 
SHOW 
PALMER 
HOUSE 
ROOM 
974-W 
FEB. 5-15 





“BIRCH BLOSSOM” 


BEAUTIFUL 's May leewve 


Nationally Advertised * * * 


© Will appear in SEVENTEEN's April lssue--HOUSE 


The ages-old Oriental tradition in the biending of nature and art « adapted 


fo pure white transiucen?t porcelain n @ contemporary coupe shape 


banded with Platinum. Subtie shades of green are biended with pale yellow 
to create a pattern of grar eful beauty and wnique versatility w h both 
traditional and moder sertings 4 p< Place Set? ng mh it ; dinner plate 


$8.95 Retail (Slightly higher South & West) 


. j sf ss ‘ slrated j ; ¢ ; A r Re / maint of hime 


‘ ; : ’ 
pay ji Pig ’ ) ’ bie : i af ’ 


HERMAN C. KUPPER, INC. 


49.41 West 24ed Se 
New York 10, N. ¥ 





WATERFORD 











FINE LEAD CRYSTAL from IRELAND 


s~hown here in richly cut marmalade jars 


Iwo from “yroup ol four rativitin itt retail 


price from approximately S750 to $10 
Lef?: Right: 

App. $8.75 App. $10 
GEO. BORGFELDT 
CORPORATION 
IHHI-1L9S6 
Our 75th Anniversary Y ear 
44-60 £€. 2380 ST... MEW YORK 10... YF 
712 &$ Olive St. (Merch Mert 44 York > 
os Angeles, Calif foronte. Ont. Caneda 
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COMPLETE SELECTION 
Oo! 


BETTER JADE JEWELRY 


ART-CRAFT JEWELRY CO. 


West 47th St New York 19,N. Y 














MANUFACTURER'S 


OPPORTUNITY 


Sig? 
tl 4 y 
iF 


, he a atl, 3 oh a 
nica OD cose 
j 
“” & 


@ Sweeping the country is a serious, new, pre 
engagement period known as “Going Steady 

| have designed and copyrighted! Going 
Steady” rings, bracelets and jewelry that appeal 
ingly symbolize this engagement to be engaged. 
If you are an opportunity-minded manufacturer, 
the production of “Going Steady” merchandise 
and its distribution can represent a real oppor 
tunity 

1 will supply designs, market information, and 
lease my copyright, and trademarks, on a royalty 
basis. “Going Steady” is Serious Business to ten 
million young folks. It could mean Big Business 
for an alert manutacturer 


Write or call: 


—‘ RONALD F. SILVER 


Ronald Jewelers * 43 Wabasha St. at Seventh 
Saint Paul 2, Minn. . Tel. CApitol 4-7131 








WRAPPING UP A BRIDAL PACKAGE (from page 1/32) 


dishes, a cake knife and cut glass punch bowl with 
ladle and 50 « ups. Three such assortments of loan items 
meet the demand. 

Virs. Lewis takes advantage of the spac lousness of the 
third floor quarters to arrange china, glassware, silver 
ware and other gift stock in large variety and quantity. 
Qne room on this floor is 30 by 0) feet, connecting with 
a second room, 20 by 30 feet. The crystal room has 12 
display tables and the gift room, nine tables and six 
counters, Both rooms also feature wall displays. 

istberg s is a member of the National Bridal Service 
and follows many of its recommendations in building the 
vilt business. A locally operated welcoming service also 
works for ksthergs. greeting new arrivals in the 
Waukesha area, thereby providing the store with 
numerous leads for new business, 

last year, the 98-year-old Estberg’s joined a group of 
other Waukesha stores in promoting a radio wedding 
program, The couple, married at a radio studio, received 
yifts from the participating merchants, who, in turn, 


received considerable publicity. 


Importance of advertising 


Important facets of kstberg’s overall bridal gifts 
merchandising program are the advertising and public 
relations schedules. 

In addition te a year-round newspapel advertising 
schedule, the Wisconsin store uses many seasonal radio 
spots. In June, for example, LOO spot announcements 
were bought lo emphasize the store’s stock of bridal 
month merchandise. 

Mrs. Lewis and manager Kenneth Kupper speak 
regularly to women’s organizations and other yroups, 
frequently about table decorations. Sometimes, these 
groups are ny ited to the store and are shown appropriate 
merchandise during the discussions. 

Such programs as these, plus public relations gestures 
of long standing, like giving every girl high school 
graduate in town a silver teaspoon, have a long-range 
value, in the opinion of the store management and 
payment 1s being received now for the work that began 
years ago, 

In a small community, this retail jewelry store looks 
to word-of-mouth recommendations to back up displays, 
advertising and public relations programs, “Once custo- 
mers become acquainted with our department and service, 
thes quickly recommend us to their friends,’ Mrs. Lewis 
says. “Our ratio of repeat business for many customers 
is very gratifying. 

Kenneth Kupper credits the combination of factors 
in a large-scale merchandising program for the success 
of Estberg’s bridal and wedding gifts department. What 
might have been a handicap for some stores——-having 
available only the first and third floors of a building. 
with the are ond leased lor othe es has been turned into 
an advantage, and the long-range planning of diverse 


promotions has paid off profitably. 
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Historical Pamphlet Celebrates 
Tilden-Thurber’s First LOO Years 
lilden-Thurber Co., Rhode Island jewelry firm begin 


ning its second century this year, has published a booklet 


tracing its history, telling something of the leaders of 


the company and citing a few outstanding events of the 


hrst LOO years. 

litled, “Tilden-Thurber . a Rhode Island Heritage, 
the pamphlet tells something of conditions in the United 
States in 1856, just five vears before the national con 
troversy over slavery broke into civil wat 

The family antecedents of the present management are 
discussed and the early business changes are outlined 

Tilden-Thurber cites the most expensive piece of 
jewelry it ever sold—“a 16-carat gem-quality, emerald 
cut diamond for $44,000." Another Impressive sale was 
made to the kgyptian ambassador in 1912-—-a complete 
silver service including meat platters, pitchers, candle 
sticks and a large chest of flatware 

lilden-Thurber furnished a complete sterling silver 
service for the battleship “Rhode Island and another tor 
the cruiser “Providence. In 1927, a complete chest of 
sterling silver flatware was presented to Charles A. Lind 
bergh by Providence citizens when he visited the city afte: 
his historic flight from New York to Paris 

In 1932. Tilden | hurber Was a chartet member oO} the 
American Gem Society, and president Frederick Bb 
Thurber was the first jeweler in the Lnited States and 
Canada to « omplete a three-year course in gemology. the 
pamphlet points out. He holds diploma No. |, Certified 
Gemologist, American Gem Society 

Tilden-Thurber now operates branch stores at Watch 
Hill, Newport, Wayland Square and Cranston, as well 
as the central store in Providence. The present officers 
president Frederick B. Thurber and treasurer William 
Gorham Thurber—-joined the firm in 1905 and 1915. 
respectively. Both began their careers in the retail 
jewelry business as clerks and were elected to their 


present ofhices in 1924, following their father's death. 


TICKING OFF NEW PROFITS [from page 1/38) 


owls, are always included in the style-conscious inventory 
method of the store management 

Impulse buying is encouraged through the use of a 
large pegboard display in the basement display centet 
“Because the customer is exposed to the clock display 
when he enters and leaves the store.’ Samuel Strauss 
explains, “many spur-of-the-moment sales are developed 
Aimost every home can use one more clock, and this 
occurs to many customers as soon as they walk into 
the store.” 

Most of the kitchen clocks here average $6-$7. What 
ever the price (and the Strausses display their clock 
prices quite prominently), the jewelers make thei: 
displays work hard for them, reminding their customers 
that styles in clocks are varied and that there is an 


assortment in this store to hill their needs 
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A DIVISION OF MORRIS PhP 


atcla 4a 
Plastic Molded Boxes 
Set New Sales Records for 


Manufacturers, 
Importers 


relate MM Le) o)ol-1¢-} 





HUNDREDS of 
Stock Plastic Boxes 
To Choose From 


NO MOLD CHARGE 


For Special Boxes 


node Doses Mode to meet 
your specifi equirements without 
ij} charges. Send ust your prod 

sc? for a mode sf no Obl gatior 


Priced Lower Than 
Most Other Boxes 


Stimulate Your Promotion 


wive your cies | gran a ow 
eate f te with these piasti 
moided bovwes They re r@- usadie 


Cell or write tedey fer new 
brochure and price list. Dept. J 


Harkin Affiliates ime. 


“CREATORS AND SPECIALISTS IN PLASTIC BOXES 


331 MADISON AVENUE - NEW YORK 17, N. Y 
* MURRAY HILL 7.7644 





Ang ere . ; 


dga, regardless o 


Shown \ 
Box No. 75 | 
9x 424 | 


Single ef 
indley | 


8O% AND 


















17468 W. 2nd, Marion, indiana 








SHOWING UP THE PRICE-CUTTERS (from page 40) 
Y_ MILLION DOLLARS mm 


“Eve jOaY as asale... B '  .., Nobody A | 
PRODUCED FOR THE FOLLOWING hy ry! ly has a sale But 0ady gets a 


bargain!,” said Rubin’s ads. “We are not renovating! 


JEWELERS IN 55! BY We are not liquidating! We are not kidding! We Chal- 


MARTY MILES SALES! lenge the ‘So-Called’ Promoters to Meet our Prices! No 


FOX JEWELERS JACKSON. MICH one Can Undersell Kenmark Jewelers!” 


GEM JEWELERS SHIREVEPORT, LA ohn le K; a 

MICHEAL’S JEWELERS GALVESTON, TEXAS Rubin illustrated his point by selecting 14 examples 

TIM'S JEWELERS ATLANTA, GA 

STUDERS JEWELERS WACO, TEXAS lie showed readers that the so-called sale price offered 

FLETCHER SMITH CONWAY, ARK , 

MOON JEWELERS HOPE ARK was higher than Kenmark’s established price. 

BOLDING JEWELERS SAN ANGELO. TEXAS ‘om “en 74 

RAY'S JEWELERS TEMPLE, TEXAS Listing five watches, the ad read “$29.75 watches . 

JOHNSON JEWELERS KEY WEST, FLA ’ eno o« » Dela 

KEITH JEWELERS GULFPORT, MISS. Sales Promoter's price-——-$23.88 plus tax... Our Price 

MEMBREE JEWELERS MARSHALL, TEXAS OOS t ineluded”’: “87 5 les Pro- 
! ~ uded”’; “$87.50 watches ... Sale ro 

JACK'S JEWELERS MONTICELLO, ARK 19.9) tax included - ” wks 

PAUL'S JEWELERS WINNFIELD. LA moter « price $59.88 plus aS: (Our Price >.) tax 

MELLINGER JEWELERS AUSTIN, TEXAS 


All of the above stores were recommended by the JEWELRY ; . ne te 
INDUSTRY. Ask your salesmen about the Marty Miles Sales “Who's Kidding Who?” line. 


system : In six of these ads, Rubin featured watches, rings, 
Our sales directors are not merely promoters but experienced ins | s, 
Jewelry Men, who will help you with the Highly Competitive cigarette lighters and diamonds. Lach time, the ad 


Jewelry business of today! 


Peet ee eee eee Se eS 


included.” in Cat h Case. the iterns were followed by the 


Sincere featured promoters’ prices which had recently, appeared 
y 
Marty Miles itt local newspaper ads under liquidation or remodeling 


MARTY MILES SALES, INC. sale headlines. 


JEFFERSON 1-6304 “We felt that the best way to explode some of this 
930 SEYBOLD 8LOG. MIAMI, PLA. 


nonsense was to point out that we advertise the same 
Look for me at the 


watch, the same sterling, the same jewelry at a lower 


NEW YORK, CHICAGO, ATLANTA, ond DALLAS 
JEWELRY SHOWS price throughout the entire year! says Rubin. 
Member of SOUTHERN JEWELRY TRAVELERS ASSN | 
TEXAS RETAIL JEWELER'S ASSN He also devised a second ly pe of ad, opposing cul. 


price diamond sales. Under a headline reading “Ken- 


TOLA. JEWELRY ASSN 
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mark's Story of Three Little Diamonds (All the Same 
Size), were three sketches of diamonds with tiny faces, 
hands and feet. 

The first diamond said, “I am the imperfect diamond. 
I am sold in many stores at so-called bargain prices. You 
can buy me anytime at Kenmark Jewelers from $25.” 

The second diamond said, “I am the slightly imper- 
fect diamond. I am sold as commercially perfect. My 
imperfections are not visible to the naked eye. You can 
buy me anytime at Kenmark Jewelers from $50.” 

The third diamond said, “I am the perfect diamond 
and proud of it. You will find many like me at Kenmark 
Jewelers. You will be amazed at my low price.” 

Rubin’s fight-fire-with-fire series worked out so well 
that the store did a 20 per cent better watch volume for 
the season than for the previous year, This was due to 
the fact that his ads were read carefully by interested 
jewelry prospects, who compared the prices with other 
ads and then came into the store for a first-hand look, 
says Rubin. 

While the Denver jewelry store offers a wide choice 
of time payment plans, Rubin does not classify hia opera- 
tion as a credit store. He holds his markup between 38 
and 46 per cent for all but a fraction of his merchandise. 
The fact that Kenmark Jewelers rarely holds a sale is 
called an asset by Rubin. 

“When we point out to customers that very seldom is 
there a special sale of any sort in progress, and the watch 
priced at $29.75 today will be the same a year from now, 
we get a good reaction, he explains. 

Since Rubin began his attack on cut-priced jewelers, 
there have been far fewer promotion ads featuring spe- 
cial reduced-price sales of jewelry in the Denver news. 


papers. 


Liberace’s Visit to Jewelry Store 
Gives Sales Impetus to Cameras 

Rogers & Co., Inc., 5 N. Illinois St., Indianapolis, Ind., 
recently gained considerable publicity, in addition to 
filling its store, by advertising free Polaroid photographs 
to all visitors who wished to pose with Liberace and his 
brother George during a personal appearance at the 
jewelry store. 

The two celebrities were presented with the unique 
cameras at a press conference that drew newspaper, radio 
and TV reporters from leading papers and _ stations. 
Liberace and George signed 2,000 autographs in less than 
three hours and posed for numerous one-minute Land 
Camera photographs with eager visitors. During the 
famous pianist’s appearance, crowds lined a city block to 
pour into the Rogers store. 

Rogers follow-up advertising of Polaroid Land Cam- 
eras urged people to “own a camera just like Liberace’s.”’ 
Sales of the cameras have shown a “very definite in- 
crease’ since the promotion, says vice president Sol 


Blickman, 


A blank form for writing your JC-K want-ad is on 
the first page of the classified section. 
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SPANISH CORAZON 
#32009 
On'ar as 


Bright new collection of some 
of the gayest summer styles in 
years! In stock now, ready to 
reach you just as fast as you 


need them! 





RIDING HOOD 
#32697 
11”"s 10°27” 


GLOBETROTTER 
#32070 
ae © ee 8 





Cost $35.65 per dor, 
decorated. Available without 
decorations at $27.50 and 
$30. per doz 


Complete line on display at 
Gift Shows, and af our per 
manent showrooms. Send for 
sample assortment and 
illustrated folders 


E 0 MERZ z [0 275 fitth Avenue, New York 10. 4 Y 
© ° ° 101 Tremont Street, Boston, Mavs 
104-6 N. 63rd Street, 7101 Ponce De Leon Boulevard 


Phila. 39, Pa. Coral Gebles, Fle 
2619-21 Cherry Street Kansas Cty 8 Me 


1506 Merchandise Mart, Chicago $4, itl 
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CASH for Your 
Surplus Silver 





4 jo jf ster ng patterns 
sma active inactive 


o1e7e, new or used 


We are particularly interested in buying Gorham 
active, inactive and obsolete flatware, either new 
or used 


f a ' 
Jur cnece 
ma ed same day Silver 
ng your acceptance or 


mediate offer 


, * ‘ 
cooperating with jewe 
rf older ster ing potterns that 


Reference: Jeweler’s Board of Trade or 
Dun and Bradstreet 


Julius Goodman 
& Son 
Memphis Jewelers Since 1862 


113 MADISON AVENUE @ MEMPHIS, TENNESSEE 











$ $ 


a cCEPTAN CE COpp 
S P Op 
% 


* Balanced Financing Plan 





We Have YoU in our Mind 


Mr. Credit Jeweler! 


You'll have the power to— 


1. 
2. 
3. 


4. 


Expand Your Sales Volume 
Discount Your Trade Obligations 


Add Semi-Permanent Working Capital 
to Your Business 


Take Advantage of Spot-Cash Buying 
Opportunities 


improve Your Operative Efficiency 
... contact one of the following officials 


WILLIAM J. BOTTO e LEWIS R. EISNER 


Jewelers Acceptance Corporation 
608 Fifth Avenue, New York 20, New York 


Plaza 7-8680 











WATCH 
CLEANING ? 


NOTHING 
10 I! 


© Jeweler G. Fred Cowan of 40 W. 32nd St., Indi- 
anapolis, Indiana, recently journeyed to Presho, 
South Dakota, to help a friend set up a small jewelry 
store. 

During his visit, an elderly man entered the store 
with a pocket watch in need of repair. When they 
examined the watch, both Cowan and his friend 
were astonished at the condition it was in. They 
asked the old gentleman what had happened to his 
watch, 

“Well, not long ago I took my watch to be fixed,” 
he explained, “and I noticed that the watchmaker 
blew the dirt out with a syringe. This time I thought 
I'd fix it myself. I didn’t have a syringe, so I went 


to a filling station and blew it out with the air hose!" 


Write us a note about your unusual business experience 
(literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., Chestnut 
& 56th Sts., Philadelphia 39, Pa. No manuscripts returned ; 
all become property of JC-K. Jeweler's name and town 
will be used in story unless request is made to omit Uu. 


The first tourmalines came from Ceylon about 1700. 
They were included in packets of zircons sent to gem cut- 
ters in Holland. The Dutch. who at first did not realize 
the value of the tourmalines, gave them to their « hildren 
for playthings. The children found that the rough peb- 
bles, when rubbed against their clothing, would attract 
bits of paper and wood ash, This property got the stones 


the name “ashentrecker’”—ash drawer—by which wu is 


still known in The Netherlands. 


THE JEWELERS CIRCULAR-KEYSTONE 








THE BOOKSHELF 


Modern Clocks: Their Repair and Maintenance, 
by T. R. Robinson, F.B.H.1. Published by N. A. G. 
Press Lid... London. Third edition, revised 1955. 
263 pages, 237 illustrations. Price, $10 from 
JC-K Book Department, sent postpaid anywhere 
in lL. S. or Canada, 

This is a completely revised edition of a well-known 
book that was first published in 1934, revised in 1942. 
and reprinted in 1943, so great was the demand for the 
first revised edition. The present revision not only in 
cludes the rewriting of some of the earlier matter, but 
the addition of a great deal of new material, as is indi 
cated by the fact that this third edition has 127 pages 
more and 89 illustrations more than the second edition 
of 1942. 

It would be a mistake to think that because Modern 
Clocks was written and published in England it is un- 
Nothing of the kind 


Not only are leading American designs of clocks dis- 


suitable for American readers 


cussed in the book, but in many cases there is no dif 
ference between Lnglish and American work, or so little 
that what may be said about either will fit the other very 
well indeed; so that the book has practically no less 
value for American than for English readers. 

While the subject of electric clocks is treated with the 
fullness that its modern importance justifies, that of 


spring- and weight-driven clocks is very thoroughly pre 







~ 
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sented, as the vast number of them in use deserves. 
All in all. this new edition of Modern Clocks can be 
re ommended as one of the best books now available or 


the subjes t, 
John J. Bowman, JC-K Technical Consultant 


i from poge 123) 


WINDOW DISPLAY AIDS 


[his may repeat one color in the display unit or it may 
be a contrasting color lor emphasis Watches ar suspend 
ed on ribbons o1 lapes fastened trom window floor to 
window ceiling, repeating the position of the watches in 
the photograph, Plaster hands, holding watches, might 
also be used. Watches in boxes are displayed on the 
window steps. A display card showing a current advertise 
ment for the featured watches is shown to the left 

lor Sketch D, another shadow box unit is indicated, 
this one done in the form olf a stage setting. A unit as 
self-contained as this, is particularly apt to be thrust into 
a window with little consideration as to how the display 
ean be built around it and it therefore may look like the 
proverbial sore thumb, 

lhe color scheme more than anything else will help 
lo vive unity to the window. Here the curtain color of the 
stage setting is repeated in the background and covering 
of the window steps. The colors of the little stage setting 
itsell are repeated in the silhouette figures which are 


An tppeeri mavazine with 


0 9 


used to suggest the “audience 


a current advertisement is also shown 


6 Oo 


. 


1523 1517 





VRC. tindina And | me ire 7 $4 
MIFW WR ¢ ita 


Distributed Thru The Material Jobber. 


W. R. COBB Company 


101 Sebin Street. Providence 3. #. I 








MONARCH 


mechanical price-marking 


inspires customer confidence 











ee ee eee ee 


Neat, legible and businesslike, Monarch 





price-marking tickets, tags and labels with 
your store name backing every price and 
sales fact, serve as silent salesmen, They 
inspire confidence in your store, your poll- 
cies, your prices. Mechanical price-marking 
does away with price mistokes, tightens 
stock control, guards profits. Monarch price- 
marking systems save their cost over and 


over in stores of every size. 





Monarch Junior, the sturdy, compact, 


hand-operated price-marking machine, 





STORE NAME 
4c48 597 
55¢ 


price-marks tickets, tags and labels (in- 






cluding pressure-sensitive Senso labels) for 






marking every kind of merchandise. Our 
illustrated folder and sample tickets are 


yours for the asking, without obligation. 


Monarch Junior 


$77.50° f.o.b. factory 


"Price aqueted is for the U.5 
sessions. State and City Tex when 
Geplicable, extra 


<i. FILL OUT, CLIP and MAllLeeee 


The MONARCH Marking System Company 


216 S. Torrence Street, Dayton 3, Ohio 
Please send folder on Monarch Junior price-marking ma- 
chine; also sample tickets, tags and labels. 


ond pos 






Store name 
Address 
Post Office | 


- ee 


_ Zone _ State 





LAST 2 FEET—CONSUMER LITERATURE (from page 74) 


A pamphlet on birthstones would be appreciated by most 
customers, as would one on appropriate gifts for wedding 
anniversaries. 

How about a booklet on famous diamonds? 

The younger set would certainly show an interest in 
school rings or charms; the girls especially would appre- 
ciate seeing currently popular items in costume jewelry. 

Perhaps the least understood value of consumer liter- 
ature is its importance as a sales training aid. Could 
anything be more embarrassing—-and costly—than to 
have a customer know more about an article than the 
sales clerk? It could easily happen when the customer 
has read the literature while the clerk has not! 

When a customer comes into your store, he expects, 
and has every right to receive, expert advice on mer- 
chandise. Too often, though, inexperienced salespeople 
actually hurt the jeweler’s business because they have not 
kept up-to-date on the literature that is going out to cus- 
tomers. Sometimes, as in the following incident, their 
ignorance is costly : 

A woman looking at two sets of cuff links was trying 
to decide which one she should purchase for her hus- 
band. Wondering why one set, which looked exactly 
like the other, was priced substantially higher, she asked: 
“What is the difference between gold-plated and gold- 
filled?” 

“Well. you see... Pi replied the clerk lamely. 
gosh, I don’t know exactly—but it’s the way they're 
finished.” 

“Why should I pay $97” she asked, with a shrug of 
her shoulders, “I'll take the $3.75 set.” 

Multiply this incident by thousands of customer trans- 
actions, and you realize how important proper sales 
training can be. Fortunately, jewelers are provided with 
capsule courses on their merchandise by the manufac- 
turers. Booklets, pamphlets, labels and tags offer the 
important information in a concise form, whether it be 
design, service, price or style. The consumer reads this 
literature carefully; unless the sales clerk is familiar with 
all the reading material, the jeweler will be the loser. 

He will also be the loser, in an even costlier way, if he 
does not take full advantage of the consumer literature 
produced for him by the manufacturers. 

Unless you capitalize on the desire to buy with a 
well-planned, intensive program of consumer literature, 


you are selling yourself short. 


LAST 2 FEET—PROMOTIONAL AIDS (from page 77) 


jewelers across the nation, 

For example, some manufacturers’ dealer promotions 
are tied in with special events. Christmas, Laster, Valen- 
tine’s Day, and, of course, the entire, exciting month of 
June with its traditional weddings—these are only the 
highlights of the jeweler’s calendar. For Father's Day, 
one manufacturer of watch attachments worked out a 
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complete program, from the package through the na- 
tional advertising, with dealer displays and dealer ad 
mats, with posters, cards and a program for salesclerk 
incentive and education. 

Counter displays are one of the manufacturers’ aids 
available to the dealer, and one of the most important. 
Created by professional idea men, developed by mer- 
chandising experts and skillfully executed by display 
specialists, these selling aids, right on the firing line of 
those critical last two feet, have selling power in them. 
selves. 

Advertisements become effective a second time when, 
turned into counter and window display cards, they are 
repeated, right at the point of sale. Regularly, manu- 
facturers supply these cards with a reproduction of then 
national advertisement, as an added spur to the potential 
customer who may already be pre-sold and needs only 
another push at the retail level to make him buy. 

Table-setting contests, watch fashion exhibits, show- 
ing the advantages of purchasing a complete set of 
silver service, suggesting appropriate gifts for any of a 
number of occasions—there is not a manufacturer who 
does not know how his merchandise can be promoted 
to greater sales volume, and who is not glad to supply 
the retailer with the know-how and the material settings 
for these and other promotional devices. The manufac- 
turers spend millions; the retailer has to spend but 


pennies at the most, to take advantage of the wealth of 


promotional material ready for his profitable use. 

In trade magazine reading, in conversations with sales 
men, the retailer can easily learn what the manufacturers 
have done and what they offer. This wealth of promo- 
tional material is flowing constantly——the retailer has 
only to divert a small amount of it to his personal last 
two feet, where it can be effective ammunition for his 


personal sales battleground. 


LAST 2 FEET-PACKAGING [from page 78) 

as an integral part of the manufacturer's product. It is 
shown nationally in consumer magazines and on tele 
vision; it is featured in ad mats, on counter cards and 
in consumer literature. All this effort goes to create an 
effect, to help the jeweler, who is in the gij/t business, 
make his windows, shelves and counters exciting and 
dramatic, 

The ultimate beneficiary of all this effort and expendi 
ture is the retail jeweler. Standing at the last two feet, 
where his business stands or falls, he needs the sales aid 
of manufacturers’ packaging, just as he needs the aid 
of advertising, consumer literature and promotion. 

But with packages, as with every other phase of 
retailing, the individual jeweler must make his own 
significant contribution if the sale is to be made. These 
are some of the ways he can take advantage of good 
packaging : 


1. He can use the almost endless variety of colors 























a 
Metals of Guaranteed Purity 
GOLD ¢ SILVER * PLATINUM * PALLADIUM 
IRIDIUM * RUTHENIUM * RHODIUM * OSMIUM 

? 
WU salle your Sweeps ae 
Filings—Serap Gold and 
nigpre acme Platinum—Metals 
Not Manufactur 
of Jeweiry Your Ol ! gold Shipments 
| WILL RECEIVE | 
Hl 
| Special Attention 
| Kastenhuber & Lehrfeld, Inc. | 
i 21 West 46th Street Tel. Jl 2-232) New York 36, N. Y. i 
: Fest. 1895 ms 
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ADVERTISED 


pe 


pe 


Pour ‘ 


a 


IN 


PUTS A GLEAM 
IN MORE EYES 


. because LIFE reaches more jewelry pros- 
Cts 26,450,000" people every week —more 


ople than read any other magazine. 


These items were advertised in LIFE 
during January: 


Aico Pens— 14 lines 

Hell and Howell Cameras 
Dauner Watches—14 lines 
Davidson Kings—14 lines 
De Beers Diamonds page, 
IBM Electrix lypewriters 
Micropoint Pens—14 lines 
Photocorners— 14 lines 
Polaroid Cameras page 
1847 Rogers Brothers Silverplate 
Koval Electri lypewriters 
SCTIPLo Pencils 
Wallace Silvet 


72 page 


( olor 


page, olor 


page, color 
page, color 

page colo! 

page 


These items will be advertised in LIFE 
during February : 
February 6, 1956 


De Beers Diamonds page, color 
Keepsake Diamond Rings—'4 page 
Royal Standard Typewriters pare 
Swank Men's Jewelry page, color 


limex Watches page 


February 13, 1956 


Hell and Howell Cameras 
hiarvester Watches 


14 pape 
14 lines 


International Sterling page, color 


February 20, 1956 
All-Rite Pens 
Artcarved Diamond Rings 
Duchess Pearls page 
Metalcraft Photo Frames 
Royal Portable Typewriters 


56 lines 
4 page 


S6 lines 


pure, color 


A Study of Four Media, by Alfred Politz Research. Inc. 


No wonder LIFE ranks first as a merchandising 


tool with jewelry retailers 


in packages to blend them skillfully, creating an effect 
as stimulating to sales as it is artistic. 


of 


If the packages 


with those individual 


the 


are organized well, manu- 


facturers will 
Spec fic 


impression of beauty and desirability. 


grouped, potential customer get 


ideas from the display, as well as a general 


2. He can use nationally advertised packages in dis- 


play windows. A reprint of the ad itself is a good tie-in. 


3. He can show the customer an item in its package, 


removing it for closer examination only when he has 


taken full advantage of that first, good impression. 
4. He This 


sounds almost insultingly obvious, but too often, open- 


must handle the packages with care. 
ing the boxes violently, dropping them or abusing them 
in other ways, quickly gives them a dull, shopworn look 
that defeats their purpose. 

Pride 


chandise he 


pride in his business, in his store, in the mer- 
handles—-goes with being a retail jeweler. 
At the last two feet, by taking full advantage of well 
designed packages that he can be proud to show, the 
jeweler creates for himself still another powerful selling 
tool, drive the last indecision from the 


one that may 


+ . 
shopper's mind. 


APRIL SALES FOR JUNE BRIDES (from page |34) 


known flatware manufacturer to absorb as many helpful 
pointers as possible. One by one, we will be able to put 
all our salesgirls, whose work brings them into contact 
with brides-to-be, through similar formal training.’ 

Another feature of the Everts’ bridal consultant service 
is that it will also be available outside the store; for the 
firm plans if requested, to send “Miss Ann Sterling’ into 
the bride’s home, to the wedding and to the reception 
to offer her assistance. 

“We will simply spend as much time with a prospective 
bride as is necessary,” says Everts, “and hope that we 
are not deluged by several of them at once.” 

One of the most surprising results of the bridal pro- 
motion is the effect it has had on the store's male cus- 
tomers. Though the entire promotion, with the excep- 
tion of the groom’s window, has emphasized the bride 
and appropriate merchandise for her, the firm has had 
an increasing number of prospective grooms come in to 
ask for advice and information. So far, however, the 
kverts firm has not attempted to capitalize on this un- 
expected interest 

In summing up his reactions to the April promotion, 
Everts declares he is “completely delighted” with the 
results. “Our 1955 figures are not yet completely checked,” 
“but for 
15 per cent on flatware sales and a 24 per cent increase 


saves kb verts. 1954 we showed an increase of 


in open stock tableware and glass, due largely to our 


“> 


emphasis on April merchandising.” 


Twentieth century brides place their rings on the 
third finger, lejt hand, but this position wasn't always 
Ancient Hebreu 


the thumb, M hile the Gauls used the middle finger. 


dominant. brides wore their ring on 
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336 W. 13th St. ° 








BETTER GOLD PLATING 


With Spectranome, a new item with o 
problem is a challange. 


When required, your items go through 
our Research and Development Depart. 
ments to uncover new techniques for 
providing better looking and more dur- 
able plating. 


Our technicians are specialists in the 
plating of small findings and the know- 
how they apply to each job means bet- 
ter plating at lower cost to you. 


Drop in to see us or give us a call to 


discuss your plating problems. 


SPECTRANOME PLATING CO., INC. 


N. Y.14,N.Y. © 


AL 5-8677 











Write Your Own 
Want-Ad 


Now 


lf you have been thinking about placing a 
want-ad, now is a convenient time to act. 

A blank form for placing all classifica- 
tions of want-ads—Help Wanted, Situations 
Wanted, For Sale, Business Opportunities, 
etc.-—-has been inserted on the first page of 
the Classified Section. 


JC-K WANT-ADS GIVE RESULTS 














EARRINGS 


YOUR MOST 
PROFITABLE LINE 
OF 1OKT. AND 
GOLD FILLED 
EARRINGS 


Sold Through Wholesalers Only 











CUMS: 7 
~~ JMS Jewelry Manufacturing Co. 
56 LIBERTY SIT 


B REET BLOOMFIELD. NEW JERSEY 
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SINCE 1887 


BOWMAN TECHNICAL SCHOOL! 


A very fine new book of facts about B.T.S. 
and ite work: Your Future and Our Scheol, 
tells how you can benefit supremely by « 
B.T.S. course, and will be mailed you, free: 
write for it. 

Courses in Watchmaking, Engraving and 
Jewelry Repairing. 

Bowman graduates pass the Certified Master 
Watchmaker tests of H. |. of A., or any State 
Board examinations. 

Highest authorities say, “B. T. S. is the best 
school,” and the best jobs await Bowman 
graduates. 

Write for free book “Your Future and Oar 
School” which shows how many finest jewelry 
businesses have been built on thorough Bow- 
man Training. 


to BOWMAN TECHNICAL SCHOOL 
Bowman Building, 
Lancaster, Pa. 


Courses Approved for Korean and Other Veterans 
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DIAMOND EMPIRE BUILDER DIES. Louis Oppenheimer, 85, co-builder with his brother, 
Sir Ernest Oppenheimer, of a South African diamond mining empire, died at his 
home in England on January 19. From a small beginning in London, aS a young man, 
he and his brother fashioned the “diamond syndicate" out of mining operations 
at Kimberley, South Africa. He headed marketing operations in London, while 5ir 
Ernest, who survives him, was in charge of production. 


NJA ELECTS PRESIDENT. H. A. Goldberg, of Coover's Inc., Portsmouth, Va., was elected 
president of the NJA at the annual meeting of the association on January 16. 
He 18 a@ past president of the organization. 


AGATE RESIGNS. Jerome T. Agate, Cyma Watch Co. president, resigned from that post 
on December 50 because of policy differences. He will announce his future plans 
later. 


SUCCESS OF ‘OPERATION CHERUB’ PROCLAIMED. Albert E. Haase, president of the Jewelry 
Industry Council, has announced that "Operation Cherub"--nationwide industry 
Christmas promotion--was so successful that a similar campaign will be waged 
next Christmas. A total of 3028 jewelers took part in "Operation Cherub," he 
said. 


LIGHTER PRICES UP. Both the Ronson Corp. and Beattie Jet Products have announced 
price increases on their lighters due to higher production costs. 


ELECTRIC HOUSEWARES PRICES CUT. Price cuts on some portable appliances and electric 
housewares have been announced by major manufacturers--Landers, Frary & Clark 
have cut prices on their irons and toasters; Westinghouse has reduced iron 
prices; General Electric, vacuum cleaners, irons, toasters, mixers, skillets, 
coffee makers, grills, kettles, automatic blankets and fan heaters; and the 
Toastmaster products division of the McGraw Electric Co. has cut the cost of 
its lowest priced automatic toaster. Landers, Frary & Clark and Westinghouse 
have reported that they will maintain previous dealer margins, while the other 
two makers have cut retailer profits. 


WATCH MAKERS WANT BIGGER MARKET SLICE. Domestic watch manufacturers appeared before 
a Special committee of the Office of Defense Mobilization to plead their con- 
tention that Swiss manufacturers are getting the lion's share of the American 
market, estimated at 8,000,000 to 10,000,000 units a year. U. S. makers claim 
that they need one-third of this total to function economically and thus be 
prepared for another national emergency. They state that the Swiss currently 
have 85 per cent of the market. 


TO HEAD ZIPPER COMPANY. Teviah Sachs, formerly president of the Waltham Watch Co., 
has been appointed president of Conmar Products Corp., Newark, N. J., leading 
zipper manufacturer. Prior to his post at Waltham, Sachs was vice-president of 
the Gruen Watch Co. and president of the Gruen Watch Co. of Canada, Ltd. 


DIAMOND SHORTAGE. Despite a record production of diamonds during 1955, "Diamond 
News,” published in Kimberly, South Africa, reports that there is a world short-e 
age of the precious stones. Reasons given are: some types of diamonds are being 
found in negligible quantities, and production cannot keep pace with demand. 
However, prospecting operations are being stepped-up, the magazine states. 
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WATCHMAKERS AND JEWELERS 
WIN A TRIP 
TO A FOREIGN L 
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DREAM VACATION FOR TWO 


If you missed announcement in 
your January Mail, write to: 


C.& E. MARSHALL CO. 


DEPT. J-2, BOX 7737, CHICAGO 80, ILL. 
OR ANY MARSHALL DISTRIBUTOR 

















RUNNING A SUCCESSFUL SALE IS AN ART 


MIRACLES DO HAPPEN! 


(Please notice the plural ending on Miracles) 





by Manny Silverman 





Ve nducted |0 soles—(tiat) during the month of December—Nine were very successtul in that the jews 


received at least $ for $ for ALL inventory, AFTER ALI 


EXPENSES! 


The miracles occurred in two sales where the jewelers retained almost TWICE their inventory value—AFTER ALL 


EXPENSES. 


The Miracle at Santa Maria, California 


Francis Crofut of Santa Maria, California, is indeed a happy 
man. He hed an inventory of approximately $5,000 when 
he started his sale. When if was all over he had over 
$8,000 in cash in the bank, AFTER paying ALL expenses. 
His letter to us follows and will speak for itself. 


Dec. 27th. 1955 


Ihe sale which yOu nave us! completed for us wos a 
Trery endous Sut fee f spite et many things wh ic by should 
have made ae tgilure 

|. Poor location. {At best the location twenty per 


Z lwo otner ewelers Nog iust rec entiy completed Q fal 


diamond promotion 


Ali ry yi 


theless, we have done an actual year s business in the 


everything in th: sale wos against us. Never 


ous WEEKS | your sale 


We also wish to congratulate you upon the tact the 
rier handise throughout thowed Q protit of at least 


, ey’ Tone 


created good advertising matter, and 
submitted all details to me before any of 


four supervisor 
of ali time 
my money woa' pent Ever ything considered the sale was 
QO phenomenal success, and | am gratitied that ¢ alled 


uf 1 YOur firm 


W i uC re ‘ ay Tote ie reer ¢ mmend your servic es tO any 
jeweler Mm @¢ mMmiiidgr pe sition 


Yours truly, 
Francis Crotut 


The Miracle at Big Spring, Texas 


Clyde Waites Jr. of Big Spring, Texas, was very much 
concerned as to the results of his contemplated sale, be- 
cause of the powerful competition in his town. His inven- 
tory was approximately $7,500, it was a fine china and 
silver store, but the stock was very disjointed, one of a 
kind of sterling, china and glassware. When it was all over 
he had almost $14,000 in cash in the bank AFTER all sales 
expenses. 


Dear Mr. Silverman: 


Well we have just completed what | think tor the size ot 
the stock and considering 
most successtul sale and let me soy | wa well pleased 
with the result: 

impossible ona my net pr tit was very good ana t 


competition our city, a 


We aid (j volume that | thought WO 
course, | got tor far better than dollar tor dollar or 


my stock. 
y 


Your supervisor Mr Ove Morr: § ao very onscien? 

nora working tellow who really trie ana a very | va 
tellow to work with enjoyed work Ng with him ona your 
organization should tee! proud ot ni feyr the reasor 
that he is looking atter Hoth our nterest: which very 


much appre ioted. 


So let me sav thant toy gq real nice sale which we have 
just cone luded. | am very satistied and | hope you are 
wil} He giad © have JOU use me Os reference ony mime 


Rest of luck v Your tiem | remain 


y irs truly 


Clyde Wait Ir 


Give Us The Opportunity To Do The Same For You! 


WRITE! 


WIRE! 


CALL! 


SILVERMAN SALES ENTERPRISES 


580 FIFTH AVENUE, New York, N. Y. 
Telephone: Plaza 7-4693 
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Jewelry Industry Council 
Says ‘Cherub’ a Success: 
Similar Promotion Planned 


Despite a late start and the fact that it 
was a first attempt, “Operation Cherub” 
the nationwide jewelry store promotion 
held in the pre-Christmas season last year 

has been proclaimed so successful by 
the Jewelry Industry Council that a similar 
promotion is being planned for next 
Christmas 

The decision to start work immediately 
on the next promotion was an unanimous 
and enthusiastic one endorsed by the 
board of directors of the JIC at its annual 
meeting in New York on January 13. 

The decision was based on reports re 
ceived in December and early January 
According to JIC president Albert E. 
Haase, 3.028 jewelers participated in the 
program (the original goal was to enlist 
the support of 2,000 retailers). He has an 
nounced that financial support of “Opera 
tion Cherub” on the part of retailers far 
exceeded support trom all other segments 
of the industry making it possible for the 
program to meet all expenses. 

Haase also said that responses to a 
questionnaire received during the first 12 
days of January from 912 of the 3,028 par 
ticipating jewelers showed that 97 per 
cent wanted “a united jewelry industry 
program, backed up by retailers, whole 
salers and manufacturers, in the 1956 
Christmas season to help them meet the 
organized and growing competition of 
other industries for the Christmas gift 
market. 

In his roundup report, Haase said cer 
tain handicaps had been accepted in the 
case of “Operation Cherub.” They were a 
late starting date, June 22, making it hard 
for manufacturers whose (Christmas 
budgets were already allocated and whose 
Christmas advertising plans had already 
been made: and budget uncertainties 
caused by the necessity of raising money 
throughout the program when that time 
could have been better «pent on adminis 
trative and creative work 

Haase gave particular attention to four 


elements in last year * “Operation 
Cherub.” They were 1) selling ideas 


about jewelry which the program sought 

to put into the minds of the buying public, 

2) work done with retail jewelers, 3) the 

unifying symbol of the program, and 4) 

publicity reaching the American publi 
He said that the advertising message of 

the program sought to answer three ques 

(Turn to page 165) 
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Domestic Watch Makers Tell Committee 
Swiss Get Too Big a Share of Market 


The battle between domestic watch meeting of their own with the committee 
manulacturers and Swiss manufacturers about two weeks later 
and importers, after a short lull, is raging Government actions aimed at protecting 
again. The two sides in the tariff contro thie \merican manutacturers are “mis 
versy are fighting hard to “capture” the guided and should be abandoned,” he 
support of the government's Special Ad argued, The watch situation has moved 
visory Committee on the Watch Industry into the forefront of the “basic dispute 
And a Senate investigations subcommittee between protectionism and more liberal 
has been drawn into the fray in a side trade in oul loreigs affairs,” according to 
skirmish, Mr. Anderson 

Hostilities were renewed openly in De He charged that the defense skills of 
cember when the American Watch Manu the watch industry are restricted to a rela 
facturers Association appealed to the lively few key engineering and machine 
Committee for government action to assure tool personnel who are to be found in 
a minimum domestic production of 2 many other imdustries 
million jeweled watch movements this Hie urged that an impartial group of 
vear. American firms told the Committee experts be formed to study the Associa 
that unless some early action is forth Pict view that the domestic watch in 
coming, output will fall well below the dustry is not essential to national detense 
minimum fhgures defense ofhcials have He also charged that while the domestic 
ruled—controversially—to be necessary to producers were pleading for protection 
keep the industry in a healthy condition they were making record profits, record 
as a defense measure sales, and paying record dividends. He 

Possible solutions suggested to the gov criticized the American manutacturers tor 
ernment by the American manulacturers failing te keep pace technically with the 
include an increase in present rates of wise 
duty on imported watches; establishment \ delegation of Swiss manulacturers, 
of a quota on watch imports to assure which toured thie country in November, 
domestic producers a larger share (about oflered domestic manufacturers “sub 
one-third) of the present market of 8,000, stantial engineering assistance in the 
000 to 10,000,000 units a year; a govern form of tooling, machinery and other 
ment subsidy to produs ers to help them technical aid, he revealed 
maintain a minimum production; or an bor reasons beset known to themselves 
increase in government orders for watch he said, the offer was rejected, “Perhaps 
movements they were conhdent that, without spending 

Swies watch makers are entitled to a the time and effort necessary to unprove 
fair share of the American market, the their operations, their future would be as 
domestic producers say, but the American sured anyway because of protective a 
industry should account for enough of the tions by our government,” he said 
market to keep the industry strong in He suggested that the government de 
order to meet the needs of another pos velop a new system of direct support for 
sible defense emergency critical skille outside of tariff protection 

They also complain that -benefite from ind recommended the government con 
the 1954 tariff increase, which averaged ler aid for training echools; tax in 
about $1 a movement, were wiped out centives for plant mechanization, and in 
when the “Swiss watch cartel reduced its terchange of engineering know how 
prices at a time when domesti« watch between industries and with foreign 
makers granted wage increases.” Swiss countries 
watch makers have taken over 83 pet of \ “enate investigations subcommittee, 
the American market, they furtner con headed by Sen. John L, MeClellan, D., 
tend, and are trying “to take over the re Ark., has held a series of talks with H 
maining 17 pet from domestic manuta (hapman Kose lL ndersccretary of the 
turers.” Treasury on the question on when an im 

The watch importers, through Samuel ported watch movement is considered 
W. Anderson, president of the American “adjusted” for tariff purposes 
Watch Association, counterattacked at a (Turn to page 165) 
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Over 1,200 Attend Chicago Jewelers Association Banquet 


il kind in the history of the association 


\ capacity crowd, numbering well over 
1LJOO jeweler gathered in the ballroom 
of the Conrad Hilton Hotel, Chicago, on 
lanuary /. to attend the 42nd anniversary 
banquet of the Chu iva he welet Associa 
bon (Oleerves claimed that this years 


banquet W if thie yids tice fuyl event of 


PRESENTED AT 
Swartchild (CJA 
laushke ir} vice pretident and banquet 


BANQUET James 


president and Alvin 


committee chairman, display souvenir, the 


Mamilton ‘_ross ( ountry wre? watch 
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(mong the many distinguished gucats 
who enjoyed an evening of good tood, re 
lreshments and entertainment were presi 
dents of jewelers associations from various 
parts of the country, prominent members 
of the jewelry industry and civic leaders 

\s a souvenir of the occasion, each pet 
on present received a Hamilton watch 
that umultaneously tells the correct time 
m every part of the Lnited States 

\ithough the benquet iteell was 
ifiair, wives of many attending 
joined their husbands for the many pris 
partios thar were held throughout the hotel 
when the banquet had been concluded 

Seated at the head table were James H 
Swartchild, president of the ¢ 1A i 
Louis | Mann. rabbi of the Chicago Sinat 
{_ongregation David 2 Newman Harry 
b. Raddix and Howard D. Scheafler, hon 
orary members of the CJA thie lion 
Riehard J. Daley, Mavor of Chicago: John 
(,utnecht state attornes {ook County 
lil {apt }  MelLean 
(;reat Lakes Naval Training Center: Fred 


I: Kelsham president f anadian lewelers 


ort inding 


\esociation and irving Chavken chau 
man of thre board le welry Industrs f oun 


' 
cay 


























Twenty-Four Karat Club of New York Holds 54th Banquet 


The 54th annual banquet of the Lwenty- 
Four Karat Club of the City of New York 
was held on January 11, in the ballroom 
of the Waldorf Astoria Hotel, New York, 
with 1,600 jewelers, manufacturers, whol 
salers and friends of the jewelry industry 
in attendance, 

Considered one of the most important 
social occasions on the jewelry industry 


calendar, the annual function started with 


if reception at fy 1) ry Pes paorinse ta a 
j 


bugie call, guests moved to their alloted 
tables In addition to the dais, at which 
of honor and past presidents of the 
sat. there were a total of 316 tables 

lhe ballroom was specially decorated 
for the banquet with a satin draped ceil 
ing and the walls were highlighted with 
golden amilax Arrangements of roses 
decorated the dais and the individual 
tables 

(,uests of honor were escorted to then 
seats by past-presidents of the association 
after which the national anthem was sung 
lhe invocation was viven by the Reverend 
bather James P. McKeown. Craig D. Mun 
on president of the club, delivered the 
welcome address 

{, i Niemeyer was honorary chairman 
of the banquet committee and Norman M 
Morris was chairman 

hntertainment included songs and scenes 


irom the troadway production al “He ir’ 


BANQUET SOUVENIR: The new Emerson 

transistor pocket radio was the souvenir 

presented to the more than |,600 jewelers 

friends and quests who attended the 54th 

annual banquet of the 24 Karat Club of 
New York 


Hear!” Musie was supplied by Fred War 
ing and the Pennsylvanians 
ihe souvenir of the evening was an 
hmerson pocket radw 
iy guests of honor seated on the dai 
wer Lester S. Wall, president, Jeweles 
Hoard of Trade; Elleworth W. Read, presi 
dent. Roston Jewelers Club: Donald W 
Leach. Sterling Silversmiths 
(,uild of Irving N. Chayken, 
chairman, Jewelry Industry Council: Oscar 
Kind, Jr., president, American National 
Retail lewelers Association: Kev Fathes 
| arn PP MeKeown, director, Division of 
br inance Ihe Catholic Charities of the 
' wi VPAC.| j 


pre aicle ri 


Ame rica 





Jewelers Security Alliance Holds Annual Board Luncheon 


lhe annual meeting of the advisory 
hoard of the Jewelers Security Alliance 
was held on January 14 at the Waldorf 
Astoria Hotel in New York. Kichard ¢ 
Murphy, executive secretary of the Alli 
anes wae if charge of arrangements tos 
the luncheon meeting 


Victor A 


and trie rmibe rehip 


Lambert gave a report on 


finan ? 


Members of the board, composed of 
representatives of leading manufacturers, 
wholesalers and retailers, «aw a demon 
stration of protective burglar alarm sys 
tems of two leading manufacturers of 
those devices. Murphy commented on re 
cent cases in which JSA had protected 
member's property, apprehended thieves 
and brought them to prosecution 


Jewelers Vigilance Committee Holds 43rd Annual Meeting 


lhe 44rd annual meeting of the Jew 
elers Vigilance Committee was held at the 
Waldorf Astoria Hotel, New York, on 
January 13. Jewelry industry leaders from 
all over the country were present for the 
meeting 

(,. Ht. Niemeyer was reelected as chair 
man, and Walter N. Kahn and Leo | 
Kaplan were reelected as vice-chairman 
and treasurer, respectively 

Niemeyer, who is beginning his 25th 
year as chairman, reported on the work of 
the committee in dealing with complaints 
relative to quality marking, false and mis 
leading advertising in periodicals and on 
radio and television, as well as the rising 
wave of misrepresentation in diamond ad 
vertising resulting from the growing num 
ber of cleverly conceived advertising and 
promotional schemes some legitimate and 
others obviously deceptive 

A report was presented by Aaron 
Lipper, counsel, covering the work done 
in connection with compaints with regard 
io marking, stamping and agivertising and 
a fairly wide field of misdescriptions and 
improper practices 

Keference was made to FTC action pel 
taining to the stamping of 14 karat items 
where the gold was of 13% karat quality 
On November 10, 1955, a release was is 
sued by JVC a “Special Warning to 
Manulacturers of Karat Gold Article 
he release pointed out that all karat gold 
ueed im ordinary jewelry items other than 
waichcases stamped “ kt must assay 
within ‘© karat of the mark. In addition. 
there is a tolerance of 1 karat from the 
karat mark in the over-all assay where 
solder is used, It was emphasized that in 
order to have the article properly marked, 
both of the above requirements must be 
met where solder is used 

Walter N. Kahn. vice chairman of the 
ye chairman of ite diamond committee 
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and protective bureau, reported on the 
activities of these groups. Mr. Kahn spoke 
of the work of the protective bureau in 
connection with legislation which affects 
the jewelry trade and also of the coopera 
tion of the Customs Bureau relative to the 
problem of diamond and watch smuggling 
He announced the promulgation on Jan 
uary Oth by the Federal Trade Commis 
sion «oof trade practice rules for the 
diamond industry. 

Other reports were made by Leo L. 
Kaplan, secretary-treasurer, and P. Irving 
Grinberg, executive vice-chairman. 


Bulova is Host to Employees 
At Annual Company Dinner 


Over 2,000 employees of the Bulova 
Watch Co. gathered in the Grand Ball 
room of the Waldorf Astoria Hotel, New 
York, on January 7, to attend the com 
pany s 12th annual dinner honoring em 
ployees with 10 or more years’ service 

John H 


the opening address and then greeted 


fallard, president, delivered 
each new member of the 25, 15 and 10 
Year Clubs 

He then presented $500 savings bonds, 
a6 part of the 25 Year Club award, to 
Otto Dreyesse, William Hoffman, Albert 
Lacher, Connie Pitcairn and Hugo von 
Burg. 

Arde Bulova, board chairman, who also 
addressed the group, said that it took a 
lot of people, and good people, to build 
a business such as Bulova’s. 

An evening of entertainment followed 
the dinner. Jack Carter was master of 
ceremonies in a show that featured Billy 
Daniels, the DeMarco Sisters and Morton 
and Patricia 


Jewelry Industry Council 
Elects Jaccard Chairman 


At their annual meeting in New York 
in January, the directors of the Jewelry 
Industry Council unanimously elected as 
board chairman for the ensuing year Wal 
ter B. Jaceard. of the Jaccard Jewelry Cor 
poration, of Kansas City, Missour: 

Mr Jaccard succeeds Irving N. Chayvken 
of Armstrong's Jewelers, Hammond, Indi 
ana, whom the directors praised by reso 
lution for his leadership through two termes 
as chairman and for his efforts on behalf 
of the industry s new sales-building pra 


gram, Operation Cherub 


Keepsake Previews New Advertising and Sales Campaign 


“ 


ef 


hoe) oe 


The spring advertising and sales cam 
paign for Keepsake diamond rings was 
previewed recently in Syracuse, N.Y. 
by territory managers representing the 48 
states, Hawaii, Alaska and the West 
Indies. 

Robert A. Pond, president of A. H 
Pond Co., Keepsake manufacturers, told 


4 ; Cie: * 4: eee 
al ¢ 


. , 


bs: 


SC 


the assembled sales force that the selling 
season just passed was the most success 
ful in the company’s history. Shown at 
the meeting was a presentation of new 
Keepsake ads that will appear in I! lead 
ing magazines lt was also announced 
that the company would again be a spon 


sor of the Nit ry show, “Tonight. 


THe JEWELERS CIRCULAR-KEYSTONE 





Reed & Barton Silversmiths 
Promote Three Executives 


Promotion of three executives of Reed 
launton \ias«.. 


effective February s has been announced 


& Harton Silversmith« 


by the company 
William T. Hurley. Jr... has been elected 


vice-president in charge of sales, succeed 





WILLIAM T. HURLEY, JR 


ing loseph Hi Viartin who ha retired 
alter S| vears of service to the hrm. Hu 
if joined Reed & Karton in 1945 a 
ising manage In 1954 he was ap 
pointed advertising and merchandise man 
auet Vartin will remain a membe 
Tiie board of director 

“taflord P. Osborn, formerly sales pr 


motion manager, has been appointed ad 


Va 





STAFFORD FP OSBORN 


vertising and sales promotion manager 
he jomed the advertising department in 
1946. was made assistant advertising man 
| 


ager in 1950. nad since that date has held 


the past ot sale “ promotion ‘manage t 


. 
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Mathew H. Bury, moves from the post 


of assisatnt sales manager to that of sales 





MATHEW H. BURY 


manager He joined Reed & Barton in 
1929 and was appointed assistant sales 


manager in 194] 


American Gem Society to Meet 


Members of the American Crem Society 
will hold their 1956 conclave on March 18, 
19 and 20 at the Sheraton Hotel, Chicago 
Among the subjects which will be dis 
cussed will be a training program tor 
jewelers, laboratory work on diamonds and 


colored ue ris 


Chicago Jewelers Banquet 
(Continued from page 160) 


Aleo at the head table were Vilton 
breudenheimm National Whole 
sale Jewelers Association: Oscar Kind, Ji 
president ANRJA: Craig D. Munson, pres 
dent, 24 Karat Club of New York; G 
\ igilance 


pre suient 


Ht. Niemeyer, chairman, Jewelers 
Kileworth W. Read, president 
oston Jewelers Club: Howard H. Sweet 
Manutfacturing 
America: and Lester 


Roard of Trade 


(Lommiuttee 
president jewelers and 
Silversmiths of 
Wall, president, Jewelers 

(harle “ 1) bilbogen 
president of the CJA. was 


immediate past 
chairman of 
the 1956 reception committee and Alvin 
laushke headed the 
\ cocktail hour preceded the banquet 


banquet committee 


lhe program of entertainment included 
fhe Barone: the Visonaires foniim and 
Duffy's Tavern 


lhon Rice. a comedian: and the Trio Ari« 


Ryan screen stare from 


ton Music was supplied bry Benny sharp 
and his Orchestra and the show wae «t iged 
by Dorie Hurtig 

In the president « address “wart hild 
aid, in part ‘The festivities of the eve 
ning are not indicative of the occupations 
of our members. nor the functions of the 
association Rather. they are the well 
earned expression of satistaction from a 
successful year, and the happy anticipation 


of continued progress.’ 


Shreve & Co. Remodels Store 
But Keeps Distinctive Flavor 


Shreve and Co., 200 Post St.. San Fran 
cisco, was recently modernized and remod 
cled but the distinctive flavor of the 103 
year-old store, which is a San Francisco 
landmark, was not lost in the process 
Improvements included replacing the old 
fashioned mahogany paneling with soft, 
mellow walnut The twin rows of green 
marble pillars have been retained but the 
out-moded light fixtures have been re 
placed. In addition, the ceiling has been 
lowered several feet and is perforated by 
rows of square openings. Indirect lighting 
ixtures are concealed in the ceiling pre 
veling a soft light with no glare 
Spotlights are focused on counters to 


highlight merchandise displays, and a 
urey, te xtured cloth, use«l to line display 
cases, ts matched by grey wall-to-wall cas 
petting 

Deep alcoves are used to torm the new 
‘china room” and the “stemware room,” 
where a large selection can be shown and 
where tables are placed « that flatware 
and china is displayed so that customers 
can get an accurate idea of how designs 
and styles will appear on an actual lunch 
eon or dinner table 

Shreve & Co. has been at ite present lo 
cation for 49 years. It was founded im 1852 
by «. ¢ and %. %S. Shreve at 139 Mont 


gomery ot 


24 Karat Club Banquet 


(Continued from page 161) 


Archdiocese of New York; Craig D. Mun 
wn, president, The Twenty-Four Karat 
(lub of The City of New York: G. H 
Niemeyer, chairman jewelers Vigilance 


Committee, past president, The Twenty 
Four Karat Club of The City of New 
York, 1921; Fred EF. Beleham, president, 
Canadian Jewellers Association; Milton 
National Whole 


lames Ht. Swart 


{ bine ave Ie welers A sao 


Freudenheim, president 
sale Jewelers Association 
child. president 
ciation seymour (,reenberg, pre sident, 
National Jewelers Association and Howard 
H. Sweet, president, Manufacturing Jewe! 
ers and Silversmiths of America 

The past presidents of the club, also on 
the dais, were: William |. Rosenfeld, Al 
bert EF. Levy. Jacoh Mehriust, Walter N 
Kahn Reginald Reis hman W W ters 
Schwab, Norman M. Morris, P. M. Fahren 
dorf, Walter Fitelbach, Harry J. Hromley 
(Charles W 
Charlee H. Church, P. Irving Grinberg and 
H. James Stern 


Other rie mbers ot the banquet commit 


Sommer leniamin lLazrue 


tee were: Jerome T. Agate. Harry J. Brom 
lev. P. VM. Fahrendorf. William B. Oguseh 
Reginald Reichmasr VW Waters “Schwab 
ind Carl van Dam 

lhe reception committee was composed 
f- Alexander E. Arnetein, chairman, John 
H. Ballard. Frederick A. Ballou, Jr. Wil 
liam J. Carey. Leon J. Engel Herbert | 
Cardner. Louis Heyman. William A. Kins 
man lease Vautner jerome Hichheimer 


Robert VU Schick Tobias “tern and Mil 
ton Weill 
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Hofman Elected President at 23rd Annual Meeting 
Of Diamond Manufacturers & Importers Association 


i 9 


5 


The Diamond Manufacturers and Im. 
porters Association of America celebrated 
ite 24rd anniversary at a dinner meeting 
at the Delmonico Hotel, New York, on 
January 12 

Stephen W 
president of the association. He served 


Hofman was inetalled as 


as chief of the Diamond Division of the 
War Production Board during World War 
i] 

Arthur 5 


counsel, spoke on the activities of the 


Hirsch, association general 


organization, and stated that the group's 


most important accomplishment during 
1955 was its opposition to the reduction 
of the present 10 per cent tariff on cut 
diamonds 

He also said that the association had 
been negotiating on the part of several 
firme with the Amalgamated Jewelry Dia 
mond and Watchmaker Workers Union 
concerning labor conditions in the dia 
mond industry, Other lopice covered by 
smuggling and 


Hirech were diamond 


group life insurance. 


Kahn is Guest of Honor 
At Anniversary Dinner 


Walter N. Kahn, president of L. & M. 
Kahn-Jacobson 
guest of honor at a dinner marking the 
50th anniversary of his entry into the 
diamond business, held at the Waldorf 
Astoria Hotel, New York. Some 140 jew 
elry industry leaders were present for the 


Brothers, Inc., was the 


oor aeion, 

Kahn was presented with a 14 karat 
gold cigarette box by Gus H. Niemeyer. 
who was introduced by W. Waters Schwab, 
master of ceremonies. 

Herbert L. Gardner, an employee of the 
firm for 40 years, was among those who 
paid tribute to Kahn's 50 veare of service 
to the diamond industry 

Other speakers recounted the highlights 
of Kahn's firm, which was founded in 1869. 
Last month, L. & M. Kahn & Co. merged 
with another long established company, 
Jacobson Bros. Diamond Corp. to form the 
present concern: L. & M. Kahn-Jacobson 
Bros., Ine. 
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ee 

Other officers installed at the meeting 
were Jack Solow, J. Solow and Son: Jean 
H. Van Praag, Van Praag Diamond Co.: 
Peter Verheyleweghen, Peter Verheyl 
weghen; Harry Winston, Harry Winston, 
Kaplan, 
Lazare Kaplan & Sons, Inc., secretary: 
Jacques Spira, Spira & Hymans, treasurer: 
Arthur 5S. Hirsch, general counsel; and 
kthel M. Friedman, executive secretary 

Named to the board of directors were 
Al Abrams, Alexander H. Arnstein, Simon 
Barend, Joseph Baumgold, Sereno P 
Davis, Herman Dreiblatt, Sam Eckstein, 
George Fine, Louis J. Gurfein, Wallace H 
Harwood, Kobert Kaleko, Joseph S. Kip 
nis, Albert Lam, Frantz Landau, Henry 
Reinhold, David Y. Ruff, W. Waters 
Schwab and Waldy Wlodawer. 

A highlight of the evening was the 
crowning of Lee Meriwether as “Diamond 


Inc.; all vice presidents; Leo L. 


Queen of 1956.” She was crowned with 
a diamond tiara, valued at $100,000, which 
was once the property of Austrian royalty 
and now belongs to Harry Winston, In 
lhe crowning ceremony was televised 


Kahn joined the firm founded by his 
father in 1905 and subsequently has been 


WALTER N. KAHN 


an industry leader in many activities. To 
name a few, he has been president of the 


NJA Elects New Officers 
From Board of Directors 


At the meeting of the board of di- 
rectors of the National Jewelers Associa- 
tion in New York on January 16, ofhcers 
were elected from the 30 members of 
the board for the coming year. 

H. A. Goldberg, of Cooper's Inc., Ports 
mouth, Va., a past-president of the asso 
ciation, was elected president. 

The four vice-presidents selected were: 
Wasserman, The Watch Shop 
Jewelers, Ky.;: Barnett C. 
Helzberg, Helzberg’s, Kansas City, Mo.; 
Irving N. Chayken, Armstrong’s Jewelers, 
Hammond, Indiana; and Mortimer 5. 
Abelson, Abelson’s Inc., Newark, N. J. 

Jay C. Lighterman, Tappin’s, Inc., New 
York, was named treasurer, and Samuel 
Gerson, Gerson’s, Inc., Detroit, Mich., was 


Hlerman 
Louisville, 


elected secretary. 

Clarence Olsen, Olsen & Ebann Jewelry 
Co., Chicago, IIL, was reelected as chai 
man of the board of directors, and Wil- 
liam Wagner, who has been executive 
secretary of the association since 1942 will 
continue in that capacity. 

Plans for the National Jewelry Fair and 
the NJA convention, to be held in Chi- 
cago from July 29 until August 2, were 
discussed, Other topics included excise 
taxes, the proposed Capehart amendment 
to the McGuire Act, greater unity within, 
and better understanding of, the jewelry 
industry, and safeguarding the further- 
ance of installment buying. 


New Electronic ‘Colorimeter’ 
Gauges Diamond’s Yellowness 


A new electronic device that measures 
the yellowness of a diamond by passing 
a beam of light through it and through 
two filters, has been developed by the 
American Gem Society. 


Known as an “electronic colorimeter,” 
the instrument has been perfected and 
developed by Robert Shipley, Jr., the son 
of the society's founder 

Priced at approximately $400, it will be 
made available to member jewelers and 
wholesalers on a lease basis. It will be 
on display for the AGS members at this 
vear's conclave of the society. 

The instrument measures 10'4 inches 
across the front, 9 inches deep, and 5% 
inches high. Most of the first year’s pro- 
duction of the new device has been re 
served by members of the committees that 
have been responsible for its development, 
but AGS reports that a few others will 


he available. 


jewelers’ Protective Association, vice- 
chairman of the Jewelers’ Vigilance Com- 
mittee, president of the Jewelers 24 Karat 
Club of New York, chairman of the Com 
mittee on Tariff Schedules, member of the 


Authority (NRA), and 


treasurer and board member ot the Na- 


Jewelry Code 
tional Jewelers’ Board of Trade 


His son, Walter L. Kahn, is associated 


with him in the business 
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Domestic Watch Makers 


(Continued from page 159) 


“It seems pretty apparent,” Sen 
McClellan said after the sessions, “that if 
the Treasurys rulings are correct, the 
tarifi law needs amendment if we are to 
provide reasonable protection for the 
American watch industry.” 

He refers to statements by Department 
officials that an imported movement is not 
now considered “adjusted” for temperature 
if it has a built-in compensation for tem 
MeClellan says a 


large number of watches are imported an 


perature changes. Sen 


nually with such features which would be 
subject to a $1.00 duty on each if it were 
considered an adjustment 

The subcommittee expects to make its 
report soon 

A bill to amend the tariff laws so that 
recent developments in upjeweling of im 
ported watches in this country (such as 
the so-called “duo-fix” movement) will be 
subject to higher tariffs, is now pending 
before the House of Representatives, Mr 
Anderson says that importers are con- 
vinced that their ability to compete ef 
fectively in the American market will, in 
the future, increasingly depend on their 
ability to offer movements containing more 
than 17 jewels, which are subject to a 
much higher tariff if imported with all 
the jewels in the movement Importers op 
pose the upjeweling bill 

Manufacturers of clocks and pin-lever 
watches also joined the fray. A delegation 
from the Clock and Watch Manufacturers 
Association of America met with ODM 
ofhcials to 
ports 


demand protection from im 


The clock manufacturers argue that the 
non-jeweled industry, like the jeweled in 
dustry, is essential to national defense and 
should be protected They point out that 
imports of pin lever watches last year 
reached an all-time high of 2.5 million 
units, a rate they claim will “completely 


absorb” the domestic market by 1960 


The manufacturers also note that im 
ports of clocks have doubled in each of 
the past four years, reaching about 3 
million units last year. Most of these im 


ports come trom Germany. 

If quota protection isn’t extended, the 
industry says, the mobilization base will 
lose a key element. The manufacturers 
quote a Defense Department letter of last 
spring which said the entire horological 


industry is “essential to the mobilization 
base " 


- Seen -~ 


‘Cherub’ a Success 


(Continued from page 159) 


tions: “Why give jewelry for Christmas? 
Who can you give jewelry to? Where 
should jewelry gifts be purchased? In 
answer to the first, Haase said that the 
answers to these basic questions were used 
as the advertising message in the Saturday 
Lvening Post by the Council and some 20 
manufacturers, and by many jewelers in 
their own advertising to the public. 

Their simplicity and directness obviously 
appealed to the jeweler, Haase said, be 
cause, as of January 12, the Council had 
received more than 600 newspaper adver 
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tixements of retail jewelers in which the 


Operation Cherub” theme had been used 

it was also reported at the meeting that 
the Saturday Evening Post had conducted 
$4 meetings, in various parts of the 
country, with retail jewelers, This, plus 
the mailings of the ANRJA, the NJA and 
the Council resulted in large jeweler par 
hecipation, Haase said. 

Varticipating jewelers purchased 20,000 
ceramic cherubs, 2.000 die-cut cardboard 
cherubs and received, tree of charge, trom 
tive Saturday hLvening Post, 25.000 «small 
cardboard cherubs for display purposes 

The Council prepared Yo separate news 
releases and special stories and 42 
pictures, 

Krom special sections received irom 


hewspapers and trom clippings im the jhe 




















LINDE’ 


HONOR ROLL 


el mialomar-tilelse 


CoP Tellale Maat laltirclonitialale 


jewelers 


who tind all-STAR profits in 


jewelry using Linde Stars 






eel _ 
: Pe ell 


ofhees, a report shows that 4/8 papers in 
123 cities helped support the promotion 
and that 345 radio and TV stations also 
brought news about jewelry and jewelry 


stores to the American publi 


Agate Announces Resignation 
As Cyma Watch Co. President 


jerome T. Agate, president of the Cyma 
Watch Co. 681 Fifth Ave. New York 
has announced that he resigned from that 
post on December 30 because of “policy 
diflerencés.’ 

Agate said that he sold his stock in 
the company at that time. Future plane 
will be announced at a later date, he 


said 


LINDE’ STARS 
soot for a4 dGouthie ring cerenmenny 

in bride and bridegroom's rings of 

i4 K Vellow Geld and White Gold 

Thess e eegulatite «reat icone Artcarved 

! 1. R. Weed & Sens, the. wer © Linde’ 
mpphires oF rubies mn each fing for 

beauty worth cherishing «@ lifetime 









More and more of the nation’s 
foremost jewelry manufacturers 
are joining the LINDE* 
STAR HONOR ROLL. They 
find that these exotic man- 
made gema inspire the loveliest 
jeweiry designs . and etar 
in their profit-picture, too, 
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Obituaries 











Percy N. Leyland, 81, a well known business Harry Leyland with Josiah lewelry Store. Columbia. Mo. From 190) 
hgure in the china held, died January 10 Wedgwood and Sons, Inc.: Jack Leyland until 1913. he was secretary of the ANRJA. 
at the home of his son, Harry Leyland, with Doulton & Co., Ine.: and Perey Ley 

in Hawthorne, N. J. Born in the pottery land. Jr. with Castleton China. Inc. 

district of England, he came to this coun 

try in 1900 and was connected with the Claud Wheeler, 81, previously manager 

china importing business throughout his of the Chicago ofhce of the Jeweiens’ Cin 

life. For many yeare he operated his own CULAR-KEYSTONE, died December 24 at his 

business. but was most recently connected home in La Mesa, Calif. He had been 

with Maddock and Miller ln He is publisher of the Vorborne Jeflersonian 

survived by two daughters and three sons, Norborne, Mo., from 1896 until 1900, and 


the latter all connected with the china lor the next 15 years operated Wheeler's 


3 “SPOTLIGHT” DIAMOND PROMOTIONS 
BY SARKIN 


TO SPARK SUCCESSFUL SALES! | CLAUD WHEELER 


He retired as manager of the Chicago 
ofice of the Jewerers’ Crecucar-Key 
STONE in 1949 alter holding the post lor 
ARKIN > RECORD-SREAKING a total of 32 years. Mrs. Marie Doser 


DIAMOND WEDDING BAND Wheeler hi widow urvive 
agiamonas ’ 5 rows per 


A, Kdward lisher, 6H. manutacturing 
jeweler with ofhees at 665-5th Avenue. 


$29.50 re 


ted States from Lithuania at the 


ara promotional cost 


on January 8. He came to the Uni 





\ 


SARKIN LEADS THE FIELD \ 
IN EMERALD CUT DIAMONDS 

Rings enlarged 
; Tre’ fr eat ae 


' now detai' 


A. EDWARD FISHER 
SARKIN S FAMOUS 


EXCITING 372 DIAMOND 


and three vears later started work as 
WATCH ATTACHMENT 


a watch and jewelry representative. He 
feat 


) vr 


has managed hit own business for the past 


$47.50 45 years. He is survived by his widow, 


two daughters, a son and four grandchil- 
dren 


Jesse M. Martin, owner of a jewelry 
store in Roodhouse, IIL, for 41 years, died 


ASK YOUR SARKIN REPRESENTATIVE TO on November 12. He was the oldest jew- 
SHOW YOU THE LATEST KIN-LOCK PACKAGE PROMOTIONS eler in Greene County, Il. 
Edward (©. Seidel, 73, president of Rich 


DAVID SARKIN, INC. 37 West 47 5t., New York, N.Y ard Seidel, Inc., jewelry store at 312 East 


Leading Ring Stylists Since 1922 Wisconsin Ave., Milwaukee, died January 
12 
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Stephen H. Garner 75, Dies; 
Leach & Garner Co. Treasurer 


Stephen H. Garner, 75, a past-president 
of the Manufacturing Jewelers and Silver 
smiths of America, and treasurer of Leach 
and Garner Co., general findings and sup- 
ply firm of Attleboro, Mass., and the So-Lo 
Lock Co., died during the Christmas holli- 
days. 





STEPHEN H. GARNER 


\ widely known industrialist, civic lead 
er and member of the jewelry industry, he 
was born in Lewiston, Maine, in 1880 
Before entering the jewelry industry he 
was superintendent of the B. B. and KR 
Knight mill in Dodgeville, Mass 

He is survived by his widow, Mrs. Wini 
fred k. Garner, two daughters, a brother 
and a sister 


Paul Bardach, 71, Dies: 
President of Bergere, Inc. 


Paul Bardach, founder and president of 
Bergere, Ine., Providence jewelry manu 
facturing concern, died December 28 at 
the Jane Brown Hospital, Providence, at 
the age of /1 

Born in Vienna, Austria, he was en 
gaged in the manufacture of jewelry there 
for 30 years under the firm name of Turiet 
& Bardach. He came to Providence in 
1940 and established Bergere. He also wae 
treasurer of Herbert, Pohs & HBardach, 
Inc., New York 

Besides his widow, he is survived by a 
son, Peter H. Bardach, president of the 
Community Center, 


Providence Jewish 


and a granddaughter 


Father's Day to be june 17 


The National Father's Day Committee 
has announced that Father's Day will be 
celebrated on June 17 this year and that 
May 17 to June 17 has been chosen as 
Father-Child month, dedicated to building 
a free democracy through wise parental 
influence of the young. 


For Fespruary, 1966 


Louis Oppenheimer, 85, Dies; 
Helped Build Diamond Empire 


Louis Oppenheimer, 85, co-builder with 
his younger brother, Sir Ernest Oppen 
heimer, of a South African diamond min 
ing empire, died at his home in England 
on January 19. 

A native of Friedburg, Germany, he 


‘went to London with his brother before 


the turn of the century. They became 
junior partners in a diamond concern 
there. 

From this beginning they built the “dia 
mond syndicate” out of mining operations 
at Kimberley, South Africa. Louis devel 
oped the marketing end of the business 
in London, while Sir Ernest directed min 





ing operations at the Kimberley end. 

Lntil his retirement 15 years ago, Op 
penheimer was managing director, in Lon 
don, of the Diamond Corporation, Ltd., 
the registered name of the syndicate 
Afhiiated with it is DeBeers Consolidated 
Mines, Lid., a holding company 

Resides his brother, he is survived by 
his widew, Mrs. Carlotta Oppenheimer, 


and a son 


Gregoires Open New Store 


Mr. and Mrs. Henry Gregoire have re 
ported that they opened a new store at 
18 Rast Broadway, Derry, N. H., on De 
cember | The new unit is known as 
Anahern Jewelers Co 


4 
+ 


Y...that encourages jewelers 


everywhere in the 





to keep sending their OLD GOLD, 
SILVER, PLATINUM, Filled and 


Plated Scrap, Filings, Polishings and 


Floor Sweeps to 


Uh Bros 


Yat 











SMELTING 


111 N. Wabash Ave., Chicago 2, Ill. 
DETROIT 


Goldamith 


& REFINING CO. 


74 W. 46th St., New York 36, N.Y. 
OAKLAND 
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For Over 66 Years... 


the Largest Selections 


of 


TIMERS 


for Sports and Technical Uses 


Write for the Latest RACINE 
CATALOG Just Off Pres: 

Featuring Fine Timers and 
Chronographs for Every Sports 


Tate Talatal and Sav rytitic Use 


* GUINAND and GALLET TIMERS 


* GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY, INC. 
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Boston Window Decorator Wins Gorham Award 


RECEIVES $250 CHECK: Kenneth G. Sears, window decorator at the Shreve, Crump and 

Low jewelry store, Back Bay, Boston, Mass., was the winner in a nationwide window display 

contest sponsored by the Gorham Co., Providence, R. |. Sears (I.), is seen receiving his 
prize from John O'Kane, Gorham's sales manager. 


William H. Peach Has Retired: 


In Jewelry Business 40 Years 
William H. Peach, of Attleboro, Mass., 


sales representative for the past 15 years 
of the Van Dell Corp., Providence, has 
retired from his long jewelry selling 


catecr,, 


WILLIAM H. PEACH 


He has been identified with the selling 
side of the jewelry business for 40 years, 
but has been associated with the jewelry 
industry since his school days. 

During the last years in school he 
worked part time for Mason & Howard 
Co., Attleboro, and later for the Attleboro 
Manufacturing Co., doing bench work. 
After eight months there he worked full 


¢ 


time for ©. D. Lyons in Mansheld where 
he had charge of a bench crew 

His association with Walter FE. Hayward 
in Attleboro, extending from 1913 to 1915, 
gave him his opportunity to enter the 
selling field. 

In 1915 he became eastern representa 
tive for Richards Mfg. Co. Attleboro, 
shifting in 1917 to Carter, Quarnstrom 
& Kemington, also of Attleboro, selling 
in the East and Midwest 

Beginning in 1930 he worked for Re 
liance Manufacturing Co., Providence. 
first in the East and later in the East and 
West. He took on the Van Dell line in 
the eastern territory in 1940. 

For the last 10 years he has handled 
both the Van Dell and Catamore lines, 
and since 1949 has been associated in 
business with his son, Howard, following 
the latter's return to civilian life after a 
tour of duty in the military service 


Jewelry Industry Council 
Plans Valentine Displays 


The cherub figurine, made popular in 
last Christmas nationwide jewelry store 
promotion, “Operation Cherub,” will be 
used as the symbol in this year’s Valen 
tine’s Day promotion, planned by the Jew. 
elry Industry Council. 

Theme of the promotion, to be used on 
window display cards, will be “Gifts that 
say With Love.” This year, Valentine's 
Day will be on February 14. 

According to Albert E. Haase, JIC 
president, Valentine's Day is now a far 
more important gift-giving occasion than 
it was in the past. He states that there 
has been a large increase in sales for 
this event during the past six years. 
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NEW # 


> Milton Ferber, formerly with L. & M. 
Kahn & Co., has joined the staff of Miller 
and Veit, diamond importers and cutters 
at 650 Fifth Ave. 

> Carl Trachtenberg, importer of precious 
stones, has moved his office from 48 West 
48th St. to 608 Fifth Ave. 

> Mrs. Ethel Lawyon, of Syracuse, has re- 
turned to the sales force of Albert's Jew 
elers, Syracuse. 

> Herbert R. Levine, of the Ruby Jew- 
elry Co., Endicott, N. Y., has been elected 
to the board of directors of the Greater 
Endicott Chamber of Commerce to repre 
sent the retail trade category. 

> Chubbs Jewelers will open a new store 
in Sheridan Plaza, near Buffalo, with con- 
struction due to get under way in the 
spring. 

> Mortimer V. Rieback, owner of the jew- 
elry store of the same name at 828 Albany 
St., Schenectady, died January 3 at the 
age of 40. 

> Hy Frackman, president of Alsan Man 
ufacturing Co., 62 West 47th St., ring 
mounting maker, will leave New York on 
March 3 for an overseas trip that will take 
him to jewelry centers in France, England, 
Switzerland, Italy, Germany and Belgium. 
While he is abroad, Frackman will conter 
with European designers of rings and 
machinery with a view to adding new ring 
fashions and improved manufacturing 
procedures to the Alsan line. He will sail 
on the French boat, “Liberte.” 

>» The New York office of Ritz Vanities 
Inc., Providence manufacturer of compacts 
and novelties, has moved to larger quarters 
at 235 Fifth Ave., according to Ralph i 
Papitto, executive vice-president. 


> Maxwell KR. Maybaum, of Maybaum 


New York Horological Group 
Holds Year's First Meeting 


The Horological Society of New York 
held its first meeting of the year on Jan 
uary 3 at the Capitol Hotel, New York 

During the meeting, Jean P. Savary was 
elected president of the committee, re 
placing Henry B. Fried 

Other members of the committee who 
were elected for the coming year, were 
Felix Klein, vice-president and executive 
secretary; Frank Knoll, treasurer; Lyman 
King, secretary: Henry J 
Morriss, trustee; Hugo Arn and J. Tallal, 
librarians: Sam Worsley, sergeant-at-arms: 
and J. Durlacher, Dr. Hamlin, H. Rapp, 
S. Greenleaf and S. Greenglass, members 


ree ording 


of the executive committee. 

During his opening address, Savary ex 
pressed his appreciation of the work done 
by his predecessor and said that the so 
ciety had gained attention in the watch 
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». YORK 


bros., importers of precious stones, left 
on January 6 via San Francisco for a three 
months trip around the world that will 
take him to diamond markets in England, 
France, Holland and Belgium, to India 
tor pearls and to Japan for cultured pearls. 
> Harry Zafnas, manufacturers representa- 
tive, is vacationing with his wife in Miami 
Beach, Fla. 

> Bernard Landau, president of the firm 
of the same name at 608 Fifth Ave. gem 
importers, left New York on December 27 
for a five months trip around the world 
that will take him to precious stone mar- 
kets in India and Ceylon and the ruby 
mines in Burma. He is accompanied by his 
wife, 

7 Wilson's Better Jewelers. Ine.. 


chain, has announced the distribution of 


“vyracus 


a Christmas bonus totalling $7,000, which 
war shared among 126 employees of the 
stores and the John D. Wilson Realty Co 
Jerome M. Wilson, vice-president, was in 
charge of distribution 

> John W. Lown, a prominent jeweler and 
watch repairer for many years in Elmira, 
died December 25. He was 63. For 22 
years he operated a jewelry store at the 
corner of South Main and Hudson Sts. 
and later carried on a watch repair busi 
ness at his home. 

> Bernard Koblenz, 70, a retired jeweler 
of Albany, died December 18. He was 
a leader in Jewish affairs in Albany for 
many years and was a founder of the 
Hebrew Educational Institute. His widow 
and two sons survive. 

> Mathew Munn, 72, who formerly oper 
ated a jewelry store at Saranac Lake, died 
on December 25. He is survived by two 


daughters and three sons. 


making trade under Mr. Fried’s guidance 

After the election had been held, E. 5S 
Scheer, of the Bell Telephone Labora 
tories, explained the structure of the Bell 
Telephone system and described some as 
pects of precision production in the field 
of transistors and vacuum tubes. 

The next meeting of the society will be 
held at the Capitol Hotel on February 6 
Philip Lichty of the Hamilton Watch Co 
will speak on the subject of watchmaking 


oil 


Registration Statement 
Filed by Bulova Watch Co. 


The Bulova Watch Co., Ine., 
N. Y.. has filed a registration statement 


Flushing, 


with the Securities and Exchange Commis 
sion seeking permission to register §! 
million of participations in its employee 
stock plan, together with 40,000 shares of 
its common stock which may be purchased 


under the plan 
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Precious and Semi-Precious 


STONES 


STAR SAPPHIRES 
EMERALDS 

CAT'S EYES 
RUBIES—SAPPHIRES 
AQUAMARINES 
PERIDOT 
TOURMALINES 
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AMETHYST 





Unusual Gems 


Memo Selections sent promptly 


ALLAN CAPLAN 


2 West 46th Street New York 36, N. Y. 

















ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 


106 FULTON ST., NEW YORK 36. N. Y. 
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Business Opportunities 


14K Gold 


FACTORY 
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hundred active accounts. 


Price—$30,000 
Aurel Jewelry Mfg. Co. 


126 West 45 Street 
New York, New York 
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BIKOL REFINERS CO. 
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Mayors of Providence and Attleboro Officiate 
At Opening of New Jewelers Shipping Service 


The jewelry manufacturing industry now 
has its own overland freight shipping ser- 
vice, emanating from Providence and fan- 
ning out to six points in the country to 
which about 60 per cent of the industry's 
product is normally shipped. 

Sponsored by the Manufacturing Jew- 
elers and Silversmiths of America, Inc.. as 
part of ite expanded program, it is de 
signed to speed freight shipments and re 
duce shipping costs. 

Hailed as the biggest forward step 
made by the industry in a number of 
years, and as an indication of its aggres- 
siveness, the service opened on January 8. 
terminal at 189 Charles 
Street, Providence, was opened that day 
in brief ceremonies in which Mayor 
Walter H. Reynolds of Providence and 
Thomas A. Monahan, executive director of 


The main 


the Rhode Island Development Council 
participated, Both congratulated the as 
sociation on its foresight and planning 

The same day a sub-station was opened 
in Attleboro by Mayor Cyril K. Brennan 
of that city. He predicted the service will 
bring worthwhile benefits to the entire 


industry 


Mayor Reynolds placed a gift package of 
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jewelry on the first shipment out of Provi- 
dence, addressed to the Mayor of Los 
Angeles. Mayor Brennan started a similar 
package on its way to San Francisco for 
the Mayor of that city 

Known as the Jewelers Shipping Service, 
the new program has attracted the interest 
of manufacturers, wholesalers and jobbers 
alike. 

lt is designed to give the shipper or the 
manulacturers customers the benefit of the 
lowest possible rates for overland freight 
service 

Instead of the manufacturers sending 
their packages individually, they are now 
consolidating their shipments and receiving 
the benefit of the consolidated shipment 
rate, plus free insurance up to $100 on each 
package. 

For the convenience of the firms in the 
Providence-Attleboro area, shipments of 
manufacturers can be left at the main 
terminal or four strategically located sub 
stations in Providence, or at sub-stations in 
Attleboro and North Attleboro. 

The freight left at all of the locations 
are lumped together at the main terminal 
each evening, separated according to des 
tination and then loaded on trucks for 


those points. 


LOADING OF FIRST SHIPMENT: Mayor Walter H. Reynolds of Providence is seen placing 

gift jewelry package, for mayor of Los Angeles, on first truck being loaded for West 

Coast. Also shown (I-r}) are Vita Scola, Vargas Manufacturing Co., Providence, shipping 

service committee chairman; Herbert Denton, Sr., Denton Precision Castings Co., Thomas 

A. Monchon, executive director of the Rhode Island Development Council; George R. 

Frankovich, executive secretary of the sponsoring organization, and a member of the staff 
of the terminal. 


Beattie jet Lighters Report 
Costs Force Price Increase 


Beattie Jet Products, Inc., 19 East 48th 
St.. New York, has announced that prices 
of the company’s lighters were increased 
on January 1 due to the rise in production 
costs. 

Sterling silver lighters, previously priced 
at $27.50 will now cost $40, retail. 24 
karat gold plate lizzard lighters, which 


previously sold for $15 now cost $18, and 
the silverplate model, which, prior to 
January 1, retailed for $10, now sells for 
$12. All are subject to the 10 per cent 
federal excise tax. 


Grace Kelly’s Ring 


The engagement ring given to actress 
Grace Kelly by Prince Rainier 43rd, of 
Monaco, is made of intertwined circlets 
of rubies and diamonds 
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NEW 


> As this issue went to press, final plans 
were being made for the 66th annual ban- 
quet of the Boston Club to be 
held at the Statler Hotel, Boston, on Febru 
According to Ellsworth Read, presi- 


Jewelers 


ary 4. 
dent of the club, a fine entertainment pro 
gram has been lined up and the demand 
for reservations has been heavy. 

> Ofhcers and directors of the Massachu 


setts and Rhode Island Ketail Jewelers 
Association met on January 11, and went 
over plans for the annual meeting and 


dinner of the organization, to be held at 
the Parker House, Boston, on April 1! 
Samuel Silverman, Boston Fair Trade” 


attorney was retained as counsel by the 
organization, 


a Members of the New 


Society. 


(,uild, 


met in the Bar 


England 


American Gem 


bour Room. Boston Museum of Science, 
on January 12. where Bert Krashes, from 
the (,.] Ss New Y ork. spoke on Ap 


praisals,” one of the most controversial 
subjects in the jewelry industry. Follow 
ing the meeting, members engaged in a 
laboratory session. 

> Members of the 10 teams of the Boston 


Jewelers Bowling League resumed rolling 
at the Boylston Street Khowladrome on 
with the A Stowell Co 


a very slight margin 


january 3, team 
leading by 
7 Othcers 
Peacock 


worked out 


and directors of the Diamond 
Club january 20, 
details for the forthcoming 


held at the Hotel 


with the 


met on and 


dinner-dance to be 
April 21. Here, as 
Club, the 
closely guarded secret 


, ke lleworth W. Read. 


Somerset on 


joston ir welers souvent is @ 


president of the 


foston Jewelers Club, attended as guest, 
both the conventions of the Chicago Jew 
elers Association and the 24-Karat Club 
> Among New Englanders who received 


certificates from the American (Cem ‘So- 


jewelers oF 
both 


ciety recently as “registered 


7) 9 
as “certihed gemologists,” or were 


Norman Kt. 


Long or 


Harrison. T homas 


Boston: Robert W Swanson Swanson 
jewelers, Arlington, Mass (,. Richard 
Ware, G K Ware lewe lers, Ne wton, 
Vases.: Robert S. Freeman, Hart’s Jewelry 
Co., Inc... Ouiney, Mase.: Walter J. Meier, 
Chatham Jewelers, Chatham, Mass.; Wil 
liam FE. Miller. Freeman-Hasecall, Rutland, 


Vt.: Warren W. Wood, Coburn’s, Hanover, 
N. H.: and Arthur R. French, Jr., Henry 
C. Reid & Son, Bridgeport, Conn 

> Lease on the store of the Church Co., 2 
St.. Boston, 
February 1, and the store to be occupied 


Newbury having expired on 
by expansion of a shoe store next door, 
the Church Co. held a public auction dur 
ing January. The firm mowed on February 
| to a second-floor location at 419 Boyleton 
Street, just around the corner, and a for 
mal opening of the new quarters wae 
planned for February 15. 


> Bernard R. “Bernie” Smith. of Smith & 


ror Feprvary, 1956 


ENGLAND 


/afl, 309 Jewelers Building, underwent a 
Peter Bent 


and has 


serious major operation at the 
Grigham Hospital on January 
been convalescing both there and at his 
home since. He is 


reported as coming 


along “very satisfactory.” 
> Members of the Thirty Club, a social 
organization of Greater Boston jewelers, 


their usual monthly 


held 


the Somerset Hotel on January 9. 


get-together at 


Ne w 
Par 


> Plans are under way among many 
England jewelers to take part in the 
ker House Gift Show to be held 
March 5 to 9 
> Theodore R 
recently 
> Henry 


New England jewelry circles, and a former 


Barrows. ot “pringte ld, Ve . 


re modeled his store 


Davis Higgins, well known in 


partner in the firm of Higgins, Magnuson 


recently 


Co., horological experts, was 

elected preside nt of the Braintree Vi ass., 
“_Lo-operative Bank. He had been the bank's 
vice-president for 17 years 

> Gordon Brothers, 38 Bromfield Street 
Boston, recently liquidated the Charles 
4 hoeffel lewelry Store Paterson. N | 


> Herbert 
6H W ashington 


Room 
brother 


(Corman, watchmaker in 


juilding, and a 


in-law of Leon Fischman of the «ame ad 
dress, became engaged recently to Miss 
Helen Martin of Wor ester Mass and a 


spring wedding is planned 
> “Bert” Ir., of the Herbert W 


Stranger Company, 305-6 Washington 


Stranger 


Building, planned to leave with Mrs 
Stranger for a Florida trip on February 
19 Robert McLaren, who has been out 


ill for 
hospital, is now convalescing at his home 
Rod Mitton shipper 
> Arnold Belcher, formerly with Sanger & 
Co., Washington held the formal 
opening of his new firm, the Alden Trophy 
House, Ine 102 Washington 


several weeks. and confined to the 


re tired last month 


building 


Building. on 


January 3. The quarters have been fitted 
with new shelves and wall cases, and a 
full line of trophies 1 97) display Miss 
Alene Mingins is an assistant in the firm 


Harry Solomon ly yseociated with his 
father in Room 300 Washington Building, 
ifi the Solomon A son I ne 


firm Harry 


planned to he married on February 12, 
and io £0 to } lorida on hie honeymoon 

ih. - (,orham, N 
H.. who, during his 65 busi 
has had If 
Ist at the age of BO 


> Mr. and Mre. Henry Burke, of the Berk 


Leighton leweler of 


veare in the 


ness, stores retired oti january 


lea Jewelry Co., Winthrop, Mass. left for 
a cruise to Havana, Cuba. and Nassau in 
the Bahamas on Christmas Day. They 


planned to return to Boston in time for 
the Parker House Gift Show 
15-19. 

, Jewelcraft, Ine.. 
Massa, moved on January | from 
732 Province Building. to Room 718 


held January 


Michael J 
Room 


operated hy 





Fine Cultured 


PEARLS 





IMPORTERS FOR: 


JEWELERS «© MANUPA(* 
WHOLESALERS . 


TURERS 
DEALERS 


William & Sidney Spector, Inc. 
665 Fifth Ave., New York 22, N.Y. 
Plaza 3.2032-3 


JAPAN BRANCH: 
25 «Ulchigochi, | 
Minato-Ku 


Shiba 
Japan 
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LOUIS F. GUINESS, INC 


(CREATORS OF INTEGRITY AMOND RIN 


373 WASHINGION ST. BOSTON MAS’ 









































(New York City) 
3,150° ENTIRE 12th FLOOR 
FINE DAYLIGHT 
ideal for Jewelry Manufacturing 


Showroom ~—— Reasonable Rent. 


N. A. BERWIN 4 CO., INC, 
1 E. 42nd St. Tel. 





5th AVENUE - 43rd STREET 


VA 6-4666 
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BEATTIE 


CF vicuter 
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Tilted jet 
flame for 
pipes... 
upright for 
cigars, 
Cigarettes . . 




















































































NATIONALLY ADVERTISED 
SOLD THROUGH LEADING 
WHOLESALERS 


POINT 
THE FLAME 
FOR PROFITS! 


* the only lighter with the 
flame you can aim * telescopic 
slip cover for easy fueling 
* fully guoranteed 
RETAILING FROM $6.85 to $40.00 


catalogue ond advertising aids available 
"Reg. U. 5. Pat. Off. Beattie Jet Products inc. 


BEATTIE jet PRODUCTS INC. 


19 EAST 48th STREET + NEW YORK CITY 

















May eereee silver menegrammed tie one te another 
ee 


fer ookew's exetusive and emart 
$15.00 a dezven. Matehing cull links, 


. te at 
Cet tink, 


21-00 ‘deren 


available 
) gold $60 dosen $140.00 


en 
er eee oy cater cabibit of Reem 606. Trade Shew Daiitins, 

See ver ‘City during the HW. Y. Gi 
Show a fob hi 26th thru 


LEONORE DOsKow, INC. 
MONTROSE NEW YORK 
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een 


son of Albert Ettinger 


> Aaron Ettinger, 
of the firm of the same name, 5 Brom- 


held St., Boston, has completed his tour 
of duty with the U. S. Navy. 

» Oresto Dell’Orfano, sales manager of the 
Travis-Farber Co., 909 Jewelers Building, 
was honored with a New Year's Party by 
the East Boston Asssociation of 
which he serves as chairman. Tribute 
paid by members to his unceasing efforts 
in ridding the area of jet planes which 
had caused considerable confusion 


(Civic 
was 


and 
some accidents, 

> Sidney Fisher, of Sidney Fisher & 
Brother, 906 Jewelers Building, is back 
on the job following eight weeks’ absence 
on account of illness. 

> Eugene Sanger, of Sanger & Company, 
509-11 Washington Building, who suffered 
a broken hip last fall, is recuperating at 
the Osteopathic Hospital, and making good 
progress. He was trying out a wheel chair 
at last reports, and expected to be on hand 
at the Hotel Touraine for his usual 
birthday party at the end of January. 
» Returning from Florida for the Christ 
mas and New Year holidays, Mr. and Mre 
Louis F. Guiness, of the firm of the 
Jewelers Building, left on Janu 
Miami Beach, 


gala 


same 
name, 711 
ary 24 tor 
Florida, 

’ Ralph Bold, salesman for D. C. 
Co., 2nd floor, Jewelers Bldg.. 
the job after four months absence on a 
count of during which time 
he spent several weeks in the hospital, 

> Leslie Shuckra, salesman for |. Alberts 
Sons, Inc., 8th floor, Jewelers Building, 
who met with a bad accident nine 


six weeks at 


Percival 
is back on 


illness, and 


months 
January 


ago, is back with the firm, since 

|, covering his territory in Maine, New 
Hampshire, and Vermont. Albert Levine, 
salesman, became father of a boy, Robert 


Mise Hannah 
hook keep 


Alan Levine, on January 6. 
Cohen is a new addition to the 
ing staff, 

* A remodeling job was done recently at 
the Patenaude Co., Fall River, Mass. 

» Sol Quasha, of Duro-Seal Watch Crystal 


Co.. 505-6 Jewelers Building, is making 
his hobby of song-writing pay off. One of 
his numbers, “Chain Gang,” has become 
a hit and made five labels with the dise 
manufacturers. 

> The firm of Frederic C. Kunz & Son 


new location 
shared by 


moved on January Ist to a 
in Room 708, where 
Lawrence N. Berry, watchmaker. The place 
has been entirely with ma 
hogany panels and louvres, and with new 
Formal opening 


space is 
redecorated 


counter and wall cases. 
was held on January 15. 
> The R. L. Griffith & Son Co., 
R. [.. announced on December 15 
had pur hased the complete dise 
goid-filled of the 

formerly of Providence. 
and 


Providence. 
that it 
line in 
Sterling and Everfine 
Manufacturing Co., 
The changeover took about a month, 
samples were ready for showing on Janu 
ary 15, 

> Harold W. Barry, of Barry 
400.406 Washington Building, and presi 
dent of the Diamond Peacock Club, was 
of the 24-Karat Club at its annual 
January 14. Mr. and Mrs. Barry 
5 for Palm Beach, Flor 


slay. 


& Epstein, 


guest 
banquet, 
left on February 
ida, for a five weeks’ 


> George Loud of the repair department of 
Thomas Long Co. has recuperating 
at his home from a serious illness. 
of the has 

time because of illness. 
A. Stowell Co. held its 135th annual 
in January. Mr. and Mrs. 
J. Gould Cook left for Florida on January 


been 
Howard 
firm. been out 


? 
Preston. same 


for some 
> The 


clearance sale 


26 and will be there about a month. 

> Daniel Snyder, son-in-law of William 
Goldman, of the firm of the same name, 
118 Province Building, is recuperating at 
his home from a long illness. Mr. and 
Mrs. Goldman left for Mexico City on 
February 3. 

» James J. Sullivan, jeweler, formerly of 


rhs 


# Province Building, is 
& Winter Street. 

> Davis Brothers, 
are working on plans for two jewelry con 
Cod hotels for the 
summer season. 


now located at 


703 Province Building, 


cessions in two Cape 
coming 


> The trophy firm of Frank Torra, 722 


Province Building, has closed. 
> The firm of M. Kramer & Son, 403 Prov 
ince Building, moved on January 15 to 


Rooms 22-23, at 5 Bromfield Street. Boston. 
> William Fritz, retired jeweler of Ouincy, 
Mass., and a member of the Boston Jewel 
ers Club, died on December 31. 

> George Hatch, assistant superintendent 
of the Jewelers Building. 
) 

» Lyle 


Ouimby, 


died on January 


of Ouimby & 
Janu 


Fillmore, proprietor 
Claremont. N. H.. died on 
ary 5. 


. Samuel 


lewelers, 


Pond 
well-known in 


for 


“Sherry” Schwartz. of 
Chelsea. 


(,reater Boston 


and 
jewelry circles many 
years, died on January 6 
> Donald LeStage, Sr., of LeStage Manu 
facturing Co.. North Attleboro. Mass.. died 
on December 31. 
> Two long-time elevator operators in the 
Washington Buildings 
just retired, Roderick Shaw going to Flor 
ida, and Benjamin Dexter, 
home in Boston for the time being. 
> Mr. and Mrs. Henry A. Sanders, of 70) 
Washington Building, left Florida on 
December 28 for a two months’ 
> Richard “Dick” Moore, salesman for the 
Edmund W. Kirby Co., 304 Jewelers Build- 
ing. became engaged on December 28 to 
Miss Lillian Logan of Jamaica Plain, Maas. 
> Charles D. Nystedt, silverware salesman 
at the Bigelow-Kennard where he 
has been employed for more than © years, 
celebrated his 75th birthday on January 9, 
receiving the all fellow 
employees, as well as management 
> Just before Christmas, during the shop 
ping rush, trucks rolled up to the 
Province Building where a small fire had 
discovered in a fifth-floor janitor’s 
The fire no damage, but 
the array of fire apparatus brought crowds 
of curious as the smoke became heavy in 
the corridors and offices of many jewelers. 


Jewelers and have 


remaining at 


for 
stay. 


atore. 


good wishes of 


fire 


been 


closet caused 


As one jeweler said, “the emoke seemed 
to bring more customers than it scared 
away.” 

> Halleran Jewelers, 42 Asylum St., Hart 
ford, Conn.. has purchased the business 
of Tardif Jewelers, 150 Asylum St 

> George W. Homer, retired jeweler, died 


December 3. 
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Members or the sales force of David 
Sarkin. Im makers of “Kin-Lock” and 


“Tru-So diamond rings, met at the 
sSherryv- Netherlands Hotel New VY ork on 
january %. tor the company s annual sais 


meeting 


David Sarkin, president, and Sam Gor 


Old Boston Jewelry Store 
Becomes a Department 
Of wre Marsh Co. 


{) Hoston Oldest jewelry stores 
Liye ™ i} Patterson (0 founded iti inio 
ha eased ts pe @ separate entity as i 
tore and ha oved into the Jordan Mareh 
{ao Ne ‘ } vlan - large af department 
Stor 

air are “mith Patterson,” still con 
Lint howeve! ind Smith Patterson met 


chandise and personnel and workmen have 


been retaimes in this move third iep in 
lorda great re-building program. Jordan 
Mars! has owned and operated Smith 
Pattersor since 94) bor yi vears the 


irm wa located at the corner of Summet 


and Arch Streete lhen, it moved to a 
temporary tocation diag ronally across the 
cornet r Sul et and (hauns ey Streets 


W hi the jordan Marsh ¢ ompany mace 


plas for a ne building on that site. th 
“smith Patters« store was moved to th 
corel ‘ imhington and Avon Street 
with jamonds gold jewelry, watcty 
leather yoods and cosetume lewelry on the 
treet floor. A gift shop was located | 
the basement md the entire second foo 
was devoted to a display of silverware 


The tl ird and tourth floors were used for 
offices ind service departm rita, ind i 
workroom tor platinum gold and dia 
monds was located on the fifth floor 
During the past few months, there have 
been some removals from the upper floors 
and, early in January, Smith Patterson dia 
monde, watches, and jewelry were moved 
just across Avon Street, to the other cornet 
of Washington ind Avon, and the long 


fumiliar “Smith 


Patterson” name was let 
tered n the Jordan Marsh window 
Smit! Patterson silverware, china. glass 
ware ind flatware have been moved to the 


fourt! floor of the lordan Marsh Anne. 
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«ries of pra kage 


exquisitely hand-carved genuine 
IVORY DAISY 
with red enamelled 
GOOD LUCK LADY BUG 





PINS + PENDANTS + EARRINGS TO MATCH 


Exclusive for fine retail jewelers 


\QWELAy SEO? aw 
a 


204 WESTMINSTER ST RHODE IGLANDO. 





Detroit Jewelers Group 
Elects Laula President 





THE GUARA 


ACON WATCH CROWN CO. 


50 Eidridge $1., New York 2, N. ¥ 


Complete line includ weterprocts 
Sold throwgh Wheleselers 4 Jobbers 





er and Leonard Tigay 


schwartz Joseph Sia] 


EMERALDS 


STAR SAPPHIRES 
STAR RUBIES 
ATSEYES 


GERALD NISSMAN 


Importer of Precious Stones 


JUdson 2-1558 





580 Fitth Ave New York 36. N. Y. 


Ask For 
Dependable 
lime lested 


NYE OILS 


for We atenhs. n : sek 













ACON@ 


NTEED WATCH CROWN 





Manelecturers of Geld Filled Crowns 


» CLOCK CASES 
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NEW MIXETTE 
fits ber hand, ber kitchen, 
and your purse! Balance. 
tested for easy handling 
New 43-speed control on 
handle. New finer-blend. 
ing beaters with positive 
ejector. Stands on end for 
easy draining. White en 
amel, $19.80: chrome, 
$21.50. 


The All-New Mixette 
is gift-packed, gift-priced 
and backed by the 
only 5-year guarantee 
on mixers! 


HAMILTON BEACH CO. 


Div. of Scovilli Mig. Ce. 
RACINE, WIS. 











WATCH REPAIR 


Dependable + Fast + Economical 


Cooper s Watch Repair C 


’ Ht) Sére ee? New ror ‘f ™N ’ 


Plaza 7.1740 








DIAMOND S 


IMPORTANT SINGLE STONES IN FANCY AND 
ROUND — RARE COLORED DIAMONDS 


WRITE, WIRE OR PHONE 


MARTINI. HARMAN 


M Weet 47 Street New York 46. N.Y 
Plaza 7.2646 

















LEARN WATCHMAKING 

REPAIRING - ENGRAVING 

Dey er Evening 
PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 
Write Dept.""K"' lll'd Ceteleg 
Baldwin 9-137 Get. (en 
Arther T. johnson, Priesigal 
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> S. Kind and Sons gave a Christmas 
bonus, equivalent to two weeks salary to 
all regular employees. Those who have 
served the firm for less than two years 
received proportional amounts. Some 100 
employees in all shared in the annual dis- 
tribution. 

> Edward A. Farnum, Edward A. Farnum 
and Sons, 101 South Iith St., plans to 
vacation in Acapulco, Mexico, this month. 
The firm is busy readying trophies which 
it supplies to individuals and to organiza- 
tions including bowling leagues and ball 
clubs. 

> Associated Barr 1112 Chestnut 
St., recently had an interesting display of 
Wittnauer “Weather-Key” instrument: 
Barr Stores also ran a series of very im 
pressive two-color full-page advertisements 
in local Christmas 
The campaign was tied-in with “Operation 
Cherub.” 

> George W. Kuhn, a Mayfair 
died in December. He was 53. He oper- 
ated a store at 6325 Frankford Ave. for 
the last 10 years. He is survived by four 
sisters. 

» Charles O. Heine, who operates the 
William Gibbons Store, 5 South 40th St.. 
celebrated his 65th year in the jewelry 
trade in January. He has been in business 
for himself for the past 18 years. 

» Roberts, Inc., 205 West State St.. Media. 
added Franconia China to their stock 
about a year ago. Today the store carries 
12 patterns of this Bavarian china, which 
can be bought on a club plan. George 
Paris, the manager, reports that his firm 
releases the merchandise when bought and 
does not hold it until the final payment 
has been made. 

> A. E. Peters Jeweler, 4388 Main St.. i« 
rounding out his second year in business 
for himself. Previously, he was associated 
with his father, Earl W. Peters, for the 
eight years preceding the latter's death 

> Herbert Rothberg, 5 East 10th St., 
Marcus Hook, ie remodeling his window 
and installing new fixtures. 

> Benjamin C. Cope opened his new store 
at 2436 West Chester Pike, Broomall, two 
weeks before Christmas. His former store 
was torn down so that the road could be 
widened. The walls of the new establish 
ment are painted a light pastel green and 
the white acoustic lighted by 
fluorescent lights and incandescent spots. 
Display cases and greeting card racks are 


Stores. 


newspapers prior to 


jeweler, 


ceiling is 


in light oak with peg legs, while shadow 
boxes are of a dark oak. Gift display cases 
are constructed of glass and wrought iron. 
Final touches to the store were completed 
about the middle of January. 

> Johnson R. Hammond, 1209 North Front 
St., died December 29. He is survived by 
his widow, Mrs. Marguerite Hammond. 
who will continue the business, and two 
sons, 





bas PHILADELPHIA 


» George R. Mohr, reports a good busi- 
ness year at his shop at 133 Chestnut t. 
He reports that he has made significant 
sales of and timers to in- 
dustrial firms and to colleges. During 1955 
he sent out 5,000 catalogues on time and 
motion studies and has received many prof- 
itable inquiries regarding these precision 
timing instruments. 

> Nathan Meritz, who bought the L. 5. 
Model Co., 9th and Arch Sts., from Lewis 
Sulkowitch two years ago, has now added 
cuckoo clocks to They are im- 
ported from Germany. 

> Samuel Mild, 3212 North Front St., has 
added luggage, radios and other household 
All are 
credit, if the customer desires. 
reports a pre-Christ 


stop watches 


his line. 


appliances to his stock. sold on 


> Campus Jewelers 


mas rush on watch and diamond sales but 


that costume jewelry sales were slower 
than anticipated. 
> Mosheim’s, Inc., has moved from 417 


West Girard 1329 
West Girard where they occupy three com 
They have added small appli 
furniture to 


Ave. to new quarters at 


plete floors 


ances, clothing, shoes and 
their jewelry lines. 

> Using the name “Joan,” the firm of John 
Anthony, 6221 Lancaster Ave., has entered 
the jewelry manufacturing field. 
dise includes gold and gold filled bracelets. 
anklets and other pieces. Cultured pearls 


are used 


Merchan- 


and rhinestones in many of the 
designs. The company also sells cetail. 
> Fred 2713 West Girard Ave.. 


recently celebrated their 93rd year in busi 


Sauter, 


ness, 

> Ferguson Jewelry Store, 2428 Kensington 
Ave., have reported that Mrs. George Coia, 
wife of the manager, is in Florida on a 
vacation. The store reports great activity 
during the holiday TV and other 
major appliances are a recent addition to 
the stock. 


sf Aeon 


Providence Store ‘Announces 
New Suburban Branch Unit 


Tilden-Thurber Corp., operators of two 
jewelry stores in Providence and one in 
Newport, R. I., have opened a fourth in 
Garden City, Cranston, R. 1. 

The new store, with over 1,300 square 
feet of selling space, has been decorated 
in a combination of grey-green and coral 
colors and has mahogany trim, It also 
has wall-to-wall carpeting and a front en- 
tirely constructed of glass. 

About 100 local business 
leaders were entertained at a 
party on the day prior to the ofhcial open. 
ing, December 1, and public announce 
ments of the opening were made in ads 
in the Providence and Cranston news 
papers, and via a direct mail campaign 
in which some 4,800 pieces of literature 
were distributed 


and civic 


cocktail 
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Experienced Watch Repairer 
Succeeds Despite Handicaps 


Edward J. Kelly, clock and watch re- 
pairer at 30 East Lancaster Ave., Ard- 
more, Pa., has been at the job for the 
past 37 worked on his first 
watch at the age of 12 and by 1940 he 
had hit his stride and was fixing an aver 
more than 100 per 
week. Today, with the assistance of two 


years. He 


age of timepieces 
other repairmen, his firm handles an aver 
age of 150 per week together with mantel, 
wall and grandfather clocks. 


= le 


Kelly recently celebrated his 25th anni 
versary of his going into business for him 
self. He 
ing in watch repairing at the 
Memorial School for 
With a handicap that might have discour 
aged many continues 
and increasing his business with a 
and cheerfulness that are the envy of his 
His 


also active in the busines« 


received his education and train 
Widener 
Crippled Children. 
men, he planning 
vigor 
neighbors. wife and 


customers and 


children are 


Greater New York Jewelers 
Hold Election of Officers 


At a meeting at the Hotel Astor on 
January 9, of the Retail Jewelers Associa 
tion of Greater New York. Inc.. Harry 


1512 Third 


was elected president for the coming 


Levenstein, of H. Astor, Inc., 
Ave., 
year 

Harry Brown, Brooklyn, Dominick 
LD)’ Elia, Max Mittleman, Bronx, 
and Sam Steiner, Manhattan, were elected 
vice-presidents of the association. Ben 
Schwartz, of B. H. Schwartz, 3107 Broad. 
way, 


Queens, 


Long Island City, was elected secre- 
tary and E. Werner Gross, Ditmars Jew 
elry Shop, Ditmars Boulevard, Long Is 
land City, was treasurer. Alex 
Siegel was named sergeant-at-arms. 
After the elections, members discussed 
a group insurance plan. A general meet 
ing will be held at the Hotel Astor on 
February 15 at which time further details 
of the plan will be submitted to the mem- 
bership. A big turnout is anticipated. 


elec ted 


ron FEBRUARY, 1956 





Gorham Manufacturing Cited 
As ‘Excellently Managed’ 


Gorham Mig. Co., silverware firm of 
Providence, R. |, has been certified as 
“excellently managed” for the fifth con- 
secutive year by the American Institute of 
Management, it was announced by Jackson 
Martindell, institute president. 

It places the Providence concern among 
the 408 American and Canadian firms so 
cited by the institute during 1955. 

Evaluations based on 10 factors: 
economic function, corporate structure, 
earnings, service to stockowners, direct- 
orate analysis, research and development, 
fiscal policies, production efficiency, sales 
vigor and executive evaluation. 


are 


Fall United Jewelry Show 
To Be Held from May 13-24 


The fall United Jewelry Show will be 
held at the Sheraton Biltmore Hotel, Provi 
dence, R. L., May 13-24. It will be 
the ninth semi-annual show of its kind, 
and is only open to wholesalers and job 


from 


hers. 


4 system of new lines sub 


mitted by exhibitors has raised the 


screening 
value 
of the show, according to Charles C. Bulk 
ley, manager. 

Members of the executive committee of 
the United Jewelry Show organization for 
1955-56 are Angelo DelSesto, Lou Jaron, 
Albert P. Marcello, Rally Migliaccio, Max 


Kestenman and Stephen Villari 


basic 
trade 
advertising 


JEWELERS’ 


BUYERS 
GUIDE 





* USED —*Kor Daily Reference 


” USED ~—~When the Buying Decisions are 
Made 


6 USED ~The Entire Year ’round 


*Of 56,000 Gres surveyed, 64.6% seated they asod the 1.8.6. 


dally of at least ence « week. 
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Insure your sell. 
ing job to the 
Trade by placing 
your advertise- 
ment in the nex 


issue! 


FOR DETAILS 


Write. Wire or Phone 


JEWELERS’ 
BUYERS 
GUIDE 


1475 Broadway, N.Y. 36 
OXferd 5-515) 
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Mel Gunst has been appointed mid product distribution programe nd the 
C é | Be western sales manager for the Gruen presentation of new products. He will con 
, ter inp Watch (0, Widely known in the Chicago tinue te Supervise loastmaster s tair trade 
FRAMES eniorcement program, tor which he has 
j been responsible for the past yea 

Herbert R. Wetzel has been appointed 
sales manager of the Briggs. Kates and 
acon Co Attleboro, Viase manutactur 
ers of gold filled jewelry. in addition, he 
will personnally represent the firm in the 
mid-Atlantic and north eastern states area 

Stanley M. Bloom has been appointed 
director of the market research depart 
ment of the Gruen Watch Co. His appoint 


ment is part of a reorganization program 


Se 
~ x... 


Raimond Sterling Frames 
Make Perfect Gifts MEL GUNST 


f = ; 
sompore fr quality, ‘tyle and 
meavevy / and Milwaukee areas, he comes to Gruen 


. after nine years with the Jacques Kreisles 

istrated Catalog and Price List Manufacturing Corp. His headquarters 

Sold by leading Jewelers will be Gruen’s Chicago office, 55 Last 
coast-to-coast Washington St 


RAIMOND, INC. Max Templehoff, who has been sales 


MALDEN 48, MASS. manager of the Eterna Watch Co. and the 


International Watch (6. for several years, 


severed his connection with both concerns 


tin , 2, ery right Send tor 
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as of January 431, 
Arthur H. Berger has been appointed 


/ {otro vice-president in charge of sales and ad. STANLEY M. BLOOM 
rtising for Murray Perkel & Co., Inc., 
ye sed one a os : | of the market research de partment, ac 


manufacturers of diamond rings and 
. Vaury M. 


TREATED mountings at 10 West 47th St., New York cording to Ash, vice president 
for marketing at Gruen. He was market re 

DIAMON DS Le search manager at bulova for five years 
| , Max Stein has been appointed general 

| il i manager of A. Jafle & Son, Inc., 64 West 
in beautiful green and ul ith St., New York, according to an an- 


nouncement y Felix Levy, president 


golden colors of high bril- 
liance. 


Write for folder on 


"The Story of Cyclotron 
Treated Diamonds” 


THEODORE MOED 
An Original Distributor 
10 Weet 47th $F. 
New York 36, N. Y. 
JU 2-1994 He has been associated with Axel Bros., 


OOOO O99 O00 0000009005 Samuel Platzer “o., the (,ruen Watch (o., 





ARTHUR H. BERGER 








and at one time operated his own jewelry 


store, He will continue to call on his per 


MASONIC 4 SHRINE PINS sonal customers in eastern Ohio, Penney! 


Masopic and Shrine lapel pins in , ' ' . lel; . 
‘ “a, ™ a, : a. awiaf©re 

beautiful sinmilated diamonds on seri vania We \ sgnie V cE , AS 
ing sliver. A work of art by master and Marvland. 
siiveremiths. Individually pack- 


Lis aged in attractive plastic | > = ee 
\ GG case $7.00 Ox ) John FE. Griffiths has been appointed MAX STEIN 
$2.00 Retal! Post Paid | to the new post of merchandising manager 
MALLMARK HOUSE | tor the Toastmaster products division of 
Pr. 0. Bex oe Springfield, the MeGraw Electric Co. He will be re B. Ogush Co. Inc.. and was associated 
$s. 
with that firm for a total of 28 vears 





Stein was previously secretary of William 








sponsible for developing sales promotion, 
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‘cc of planning and development 


nary 


Harry Schwartz has been named vice be in 
president in charge of sales for Ritz Van of the 


company « sales promotion prograin 


ana 


with emphasis placed on advertising 
promotional materials for the dealer. He 
Wa formerly assistant advertising man 


R W ood A SOs, ie 


ager of J 


James J. Hogan has been appointed 
the 1847 


, } 
saies manager tor Rogers Bros 


and William Rogers and Son division of 





HARRY SCHWARTZ 
RK. | 


lanuary | 


ae re'yaritie 7 


ir 


‘ ompany oti 


ities. Providence, 


thie 


(,eorge J. Daly, Jr.. has been elected 
of the le 7 


He will have jurisdi 


vice-president and treasure 


National Watch Co 


tion over both the financial and accounting 





JAMES J. HOGAN 


byeng ause 


Silver (o replaces 
ot 
tt 


the 


Internationa! 
Tilley who 
Tilley 


‘ oOmpany 


the 
Ray 
iliness 


thre 


resigned 
to 


has 


i* expected return 


in another Capacity in 


near future, 













size rings to fit 
your customers 


NEW . 
RING 
SIZER 


ALLOWS SMALL 
INVENTORY 


@Expanding mandrel 
occepts rings from 
sizes | to 15. 











@ Upright mandrel en- 
abies easier sizing 
of rings. 


@No scratching 
No marring. 


@ Reducing die with 16 
sizing holes permits 
the greatest range of 
reductions. 













only 9950 
Time Payments 





RME 


he } w J 


» ‘ 
NEW HE 


y Ff ‘ ' : 





View... CORRUGATED RING GUARD 


1/28-12K GF 





CHECK THESE SAFETY PEATURES: 

1. Corrugation prevents slipping or turning 
2. Corrugation permits various reductions 
izes, Without raising 

Wrap around ends fit all width shanks or sizes 

4. Corrugation allows cushion effect for finger comfort 





in rig 


GEORGE J. DALY, JR 


s 


departments. He joined Elgin in 1954 as 


assistant treasurer and was elected treas PRICE: $1.50 per dow. (assorted sizes) mounted 
, : on - IMMEDIATE DELIVERY 
urer later the same vear ; 5 per dot , £381.75 per dos 
LADIES: g7 1.50 per dow GENTS, #14.  €2 00 per dot 

state quantity and color, yellow-white; 
Heary M Tovar en houm ippoints d DISTRIBUTORS—JOBBERS taquiries lavited 





ALLURE 
“MIRACLE ACTION” JEWELRY CLEANING POWDER 


Precious and eostume jewelry 
cleaned like new in «4 jiffy 
Comteins no soap. tye. cyanide 
or other harmful chemicals 
Odoriess and harmiess to hands 
ao clothing 
i? end ORY 
NO BRUSHING 
NO RINSING 








MOUNTED DISPLAY 
cago (i.e 
holds | det. 25 pockets 
ond | deluxe $1.00 corten 


DISPLAY GOK $5.00 
contains | det. dolore 
cortens, retaile $1.00 ce. 





HENRY M. TOVAR 


HARBEE PRODUCTS MPG. CO. 





Harbee Products 































Tucson, Arizona, McGuire's Jewelry Supply 
Fresno, California, Wade Snell 

Los Angeles, California, Robert M. Glass Co 
Chicago, lll., Bieler Promotions, |nc 
Chicago, Iil., The Robal Co 

Indianapolis, Ind., Sha Vel's Wholesale Jewelers 
Baltimore, Md., Gara Jewelry & Novelty Co 
Muskegon, Mich. |. & S. Sales Company 
St. Paul, Minn., Charles A. Mark 

St. Paul, Minn., . A. Mark 

New York City, Boro Export Co 

New York City, George |. Doehrmann, Inc 
New York City, Fine & Co 

New York City, A. ). Goldfarb 

New York City, M. Harris 

New York City, Kosover & Radin, inc 

New York City, |van P. Moren 

New York City, John A. Poltock Co 

New York City, 5. 8. Trading Co 

New York City, Henry Sobel & Co 

New York City, Uptown Material House 

New York City, Irving Weiser 

New York City, Werbach’s Admiration Jewelry Co 
Cleveland 15, Ohio, Colman Bros 
Pittsburgh, Pa., Ray Gaber Co 

Pottsville, Pa., Schoeneman & Son 
Scranton, Pa., Penn Jewelry Co 

Dallas, Texas, Hawley Jewelers 

Houston, Texas, Ben Gayman Co 

Nashville, Tenn., Young Neal Co 

Salt Lake City, Utah, Joseph Powell Co 








sales promotion fnahaget ot the Hamilton 

82 Bowery, . Y. 13, 4. YY. Tel. WAther 5-67 
Watch Co. In his new position he will ; “ eevee 
FOR FEBRUARY, 1956 








~) 











CASH-IN with | 


NAS SUPERIOR QUALITY 


AUTOMATIC LIGHTERS 
GUARANTEED FOR LIFE! 


*Dynafiex is 
the registered 
trademark of 
G&S Mig. Co. 
write for | 


me... 


DEALER'S e 
COST: No. 301 
$16.20 Doz. Retails at $2.75 


Ask your wholesaler - or write - 








ANTIQUES °°°°": 


Also Reproductions 


Wanted to buy: Silverwere-—Gold and plated 
jewelry—old costume jewelry. Watches—move- 
ments — watch bands, any kind, any type, in 
any condition. Diamonds any kind or site 
Gems and semi-precious stones. Gold Scrap— 
Piatinum-—filled and plated scrap. No consign 
ment too large or too small. Our check sent 
immediately Your consignment will be heid 
intact for 10 days, subject to your approval of 
our check 


References: Whitney National Bank, Morgan 
Branch, New Orleans, La.; National Jewelers 
Board of Trade; Dun and Brodstreet 


Send for FREE 
BROCHURE 
Iustrating Rings, 


Our Ne. 215 
$275.00 Crosses, Earrings 


(Keystone) 


ANTIN'S 
114 BARONNE ST., NEW ORLEANS 12, LA. 
Established 1916 








RUSH TO Edwin Frced Ine, 


Prove for yoursel! how our jewelry 
fhow card window service Can hel 
yy meke Mere seies! Abk for 


m ~ AY FREE TRIAL. Phone, write or 
wire TODAY - 


Phene , ; 
WAthins 4.6422 14 WEST 23 ST. NEW YORK 10 


> The annual meeting of the Greater 
Washington Ketail Jewelers Association 
was held at the Hotel 2400, Washington, 
D. C., on January 25. 

> The Winston-Salem Watchmakers Guild, 
No. 1, met on December 12 to hear a talk 
by John W. Clay, newspaper columnist, 
on his experiences during the 13 years 
that he spent in remote sections of Brazil. 
New officers for the coming year were 
also installed at the meeting. They are 
L. Paul Mathis, president; J. E. Mot 
singer, vice-president; K. A. Freeman, 
treasurer; J. W. Kilby, secretary and 
M. H. Hinton, assistant secretary. 

> Mr. and Mrs. Francie Marshal! have 
bought the E. L. Adams jewelry store, 108 
South Kentucky Ave., Lakeland, Fla., fol. 
lowing the retirement of Adams. Marshal! 
has been the store's watchmaker for the 
past nine years. 

7 Morton's Jewelers, 101 East Broad St., 
Richmond, Va., will move to new quarters 
at 313 East Broad St. about May 1. New 
departments will be added to the store 
and existing ones enlarged in the re- 
modeled premises. Renovation and re 
modeling will cost $75,000 it was stated. 
> Drummond Paul, a retired jeweler of 
Jacksonville, Fla., died at his home there 
at the age of 72. A native of Jacksonville, 


Atlanta Jewelry Club 
Holds First Election 


Charter members of the newly formed 
Atlanta Jewelry Club met December 30 
to put the finishing touches to their char 
ter and to elect officers. 

The organization, patterned after 24 
Karat clubs and jewelers clubs around the 
country, is composed of salesmen, jobbers 
and wholesalers who sell in the South 
east. Full membership is restricted to 
those who live in the Greater Atlanta area 
There are 34 members. 

Officers elected were Frank R. Russell, 
Jr., Anson, Inc.; president; Chuck Suther 
land, Swartchild & Co., vice president; 
Dan Pless, Dan A. Pless Diamonds, secre 
tary; and Dan Burke, A. Cohen & Son, 
treasurer. 

Appointed as 
Armer, Lou Armer Sales Co.; Jack Lewitt, 
leeburg Diamonds; Louis Lawrence, David 
Sarkin, Inc.;: Charles Collings, Kirk Dial 
Corp.; and Joe Kloville, Southern Sales 


Co, 


directors were Louis 


Anderson Plays Santa 
To 1,000 Hartford Kids 


The J. Herbert Anderson jewelry store, 
Fast Hartford, Conn., planned to play 
Santa Claus to over 1,000 youngsters on 
Christmas Eve. The event was to be held 
at the local Eastwood Theatre where a 
free movie was scheduled to be shown to 
neighborhood children. J. Herbert Ander- 
son is the store owner. 


SOU TA 


Fla., he was president of Greenleaf and 
Crosby, now known as Jacobs Jewelers, 
Inc., 204 Laura St. He is survived by 
hie widow, three sons, a brother and three 
sisters. 

> Fink’s Jewelers have opened their sixth 
store in the Charlottesville, Va., area chain. 
Marvin Hewette is the manager. 

» The Gideon W. Shepherd jewelry store, 
Concord, N. C., is celebrating its 10th an- 
niversary in business. 

> Mr. and Mrs. Robert Chamberlain have 
opened a new jewelry store in Aberdeen, 
S. C. It is known as Chamberlain's Jew- 
elers. 

> Rogers Jewelry Co. has opened its 
eighth store at the corner of Granby St. 
and Brooke Ave., Norfolk, Va. Edward 
Einhorn is president and active director 
of the chain. Currently, the group, which 
specializes in diamond sales, does over $] 
million worth of business a year. 

> James EF. Hart, owner of the jewelry 
store of the same name in Waycross, Ga., 
is marking his 20th anniversary in busi- 
ness at that location. He has announced 
that he is leasing additional space be 
cause of increased business. Hart is a 
past president of the Georgia Retail Jew. 
elers Association and is currently a di- 
rector of ANRJA. 


Boonville Jeweler’s Customer 
Wins $1,000 Keepsake Ring 


Mrs. Edith Dobbins, Boonville, N. C., 
was the winner of the first of three $1,000 
Keepsake diamond rings that are being 
given away on Steve Allen's NBC-TYV show, 


“Tonight.” 


RECEIVES $1,000 RING: Paul Mathis, owner 
of Mathis Jewelers, presents Mrs. Edith 
Dobbins with her Keepsake diamond ring. 


Mrs. Dobbins’ name was selected from 
among thousands from all over the nation. 
The winning entry blank had been ob 
tained at the L. Paul Mathis jewelry store 
in Boonville. The ring was presented to 
Mrs. Dobbins by Mathis. 

Besides the publicity received on the 
Steve Allen show, Mathis’ store and the 
presentation of the ring were the subject 
of news stories over neighboring radio and 
television stations and in the local press 
Mathis tied-in to the local publicity by 
running his own advertisement in a local 
paper, the “Yadkin Herald.” 
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ORANGE BOWL TICKETS: Tickets for the Orange Bow! game in Miami, held January 2, 

are handed to Carl Hayes (r) by Phil Wolf, chairman of the boord of the Southern 

Jewelry Travelers Association. Wolf was host to Mr. and Mrs. Hayes during their week 
long vacation, which they won at the SJTA show in Atlanta last August. 


Phil Wolf, 
the Speidel 
board of the 


Association, 


southeastern representative ol 


the 


Mr. and Mrs. Carl Hayes, Macon, Ga., 
jewelry store owners, were the winners of 
Miami, 


Corp. and chairman of 


an all-expense paid vacation in Southern Jewelry lravelers 


Fla.. at the sixth annual Southern Jewelry 
Atlanta. 


Travelers Association meeting in 





STAY in Business 


Thru our Dignified 
and Profitable 


AUCTION SALE 


Most Recent Sales Conducted 


Budds’ Jewelers, Bradford, Pa. 
Engel Jewelers, Grd. Rapids, Mich. 
Wade the Jeweler, Fresno, Cal. 


WE WILL GUARANTEE 
100¢ ON THE DOLLAR 
PLUS—FOR YOUR STOCK 


Your reputation will be quarded. 

You will have @ more popular store 
when sale is over. 

Your business will be permanently in. 
creased. 

We will interview you af our expense 
without obligation to you. 





We specialize in buying stores for 
cash. 
WRITE — WIRE — PHONE 
AUCTIONEERS 


45 West 45th St., New York City 
JUdson 6-2334 





Ga., last August. 

While in Miami, the couple visited the 
Viami Villa 
houses the Dade County Art Museum, and 


NATIONALLY 


Seaquarium, Vizeaya, which 
made a sightseeing trip of Biscayne Bay 
aboard the “Dreamboat.” 

They also attended the city’s annual New 
Year's Eve King Orange Jamboree Parade 


and the Orange Bowl game on January 2 


The Hayes flew to Miami aboard a 
Delta C. and S. plane and they stayed at 
the Biscayne Terrace Hotel 

Their official host during their stay was 


Providence Chain Factory 
Purchased by New Group 


The Coneord Manufacturing Corp., 100 
Baker St., Providence, R. [., has announced 
that control of the corporation has been 


purchased by a group headed by Charles 


Notkin, Henry B. Silberthau and J. Alfred 
Houle. Ir. who are president i\reasuret 
and secretary, reapectively The officers 
and Ralph J. Rotkin were named to the 


hoard of directors 
Ralph j 


and general manager of the company for 


Rotkin. who has been treasurer 


19 years, served as a consultant to the 


firm until February | 


Merz Appointed Manager 








Sole U.S. Agents for Junghans 
SEND FOR NEW CATALOG & PRICE LIST 


HENRY COEHLER CO., INC. 


1624 Merchendise Mert, Chicage 11, Milnels 


ADVERTISED 


$7784 
JUNGHANS 
5 YEAR ATO 
’ MANTEL CLOCK 


\ with oval shape 
; glass dome and 
| polished 


base. Operates 5 


brase 


| years on a single 
| dry cell battery, 
| Measures 9” x 
| 84%” 


KEYSTONE 
*53 


Specially priced 








(,eorge A Merz has been appointed 
manager of the Highland Park Village 
atore o the ’ ! erte (o. a 
re of the Arthur A. Eves in 101 Sth Ave., New York 3, N. Y. 
Dallas. Tex 
FOR FEBRUARY, 1956 


179 

















144 CROWNS 


Fit for a Queen 
(or a King) 


ba] ‘ont MOST POPU POPULAR : sn | 


These crowns will fit 90% 
of the watches you repair, 
And what a fit! 


actly the right mm size, each 


bach is ex- 


has a perfect thread. The 
extra fine finish is buffed to 
high polish, Easy to find, |] 
to a bottle with detailed 
chart. 72 yellow, 36 white, 
36 rose. You'll save time 
working with these finer 


crowns and increase cus- 


satislaction. 
Crown System No. 25—$25.75. 
ASK YOUR WEWALL JOBBER 


tomer! 











WATCHWORKSTONE MN ae 
JEWELRY—ENGRA 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, tii. 
Students may enrol! at any time of the yeer 














PAST + CEPENDAGLE 











\ Use PRO-TEX-SIL 


now in the new 


SPRAY-ON Con 






41 Pineapple Ave., feresete, Fie. 


batten tata Lee sadene 


Walch, Case 


Our work costs no More 
than ordinary work a 


BRECKER-HECKMAN COMPANY 
29 Fast Madison Street, Chicago 3, Illinois 
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} The annual formal Ladies’ Night Party 
ol the 
held on February 11 in the Gold Room ol 


Golden Roosters of Chicago will be 
the Lonare ; s Hotel, scene of many similar 
parties for many years past. More than 
0 members 
to be on hand to join in the tee 


and their guests are expected 
tivities 
new officers for the coming 
year will be formally installed aoe 
(Dec) Wilson, Handy & 
(Chanticleer; Melvin L., 
| Keepet of the Nest kgg; 
Geller, Lasko “trap Co., as Seratches 
> Mr. & Mre. Melvin L. 
three children. Don. Glenn and Nell. spent 
the week of January 28 at Williams Bay 


in Wisconsin, enjoying the winter sporte 


The following 
Harmon. a~ 


and Sidney 


Coldman and their 


for which that area is famous 
> The Chicago Jewelers’ 


inaugurate ite 1956 season regular meet 


Aesociation Ww ill 


ings with a luncheon on February 16 at 
the Palmer House, 

> Frank X. Wahl, 86, of 8628 South Marsh 
held Ave., 
died in St. George's Hospital on January 
7. Until his retirement a number 
ago, Mr. Wahl had operated his business 
at 5 South Wabash for 60 years. Surviv 
ing are his widow, 
one son, five grandchildren and nine great 
grandchildren, 

> Two new sales representatives have been 
added to the staff of Pakula & Co., 28 
South Wabash 
parts of Alabama, Mississippi. 
and Florida: while Marvin Sklute has a 


lerritory that embraces parts of Florida 


Ira Kline will be covering 
louisiana. 


anit (,¢ oreia 


oldman, attorney, 


a retired manufacturing jeweler, 


of years 


Louise, six daughters, 









- CHICAG 


(hicago jews 


February Z] 


, [he next meeting of the 
ers Club will be held on 
in the clubrooms in the Pittsheld Build 


ing At that time these nomines will be 


presented lor election ior president, cul 
rent vice president Aivin Lauechke Handy 
& Harmon: for vice-pre cident current 
treasurer Rud ph Loosten, Son & Prins 


? 


lor treasurer, Bert Jacobs, Forstner Chain 


Corp.; and, for his 10th term as secretary, 
Melvin L. Goldman, attorney 

> Mr. & Mrs. Abe Braude, Emil Braude 
& Sons. 538 South Wabash. took off for 
New York on January 23 on their usual 
seasonal buying trip. Business chores over, 
they then flew to Jamaica for rest and re 


laxation in the sun to wind up a three 


week absence from home 

> With typical Florida tans, and, no doubt, 
lighter plurees Vin & Mire Roy Jon en re 
turned on January |7 from a three week 
vacation in Miami Beach Art Bake 
in Chi 


spending three 


however, beat them back. arriving 
cago on January 14, after 
weeks in Miami 

> Vr. & Mre. Mitchell J. Dimand, Gaines 
& Gaines, Inc.. 5 North Wabash, left Janu 
22 hbusiness-vacation 
New York Cits 
All told they ex 


for about 


ary on a combinatior 
trip. Their first stop was 
and then on to Florida 

pect to be away from Chicago 
three weeks 

> F. H. Noble & Co 29 Fast Madison, 
announces the appointment of John \ 
Nicholson as comptroller to fill the post 
tion vacated by the sudden death of Mr 
Morton last October. He will have ae his 
assistant Harry Hookman who has been 


with the Company for five Vra@rs 


Goldsmith Brothers Hold Annual Christmas Party 





The 1955 Christmas party of Goldsmith 
brothers Smelting and Refining Co., Chi 
cago, was held at the Florentine Room of 
the Congress Hotel in that city in De 
cember, 

John Martensen was presented with a 


gold watch and was elected to member 
ship in the firm’s “Quarter Century Ciub.” 
Pregent for the festivities were 25 other 
members of the club and 10 former em 
ployees who had retired under the com 


pany s retirement program 
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Goldstein-Gerson Holds Annual Sales Meeting 


ad 










s 


~~ a= wee 


ANNUAL SALES MEETING: Present for the annual sales meeting of Goldstein-Gerson Co 
Inc., were seated [l-r}) A. W. “Paddy” Cohen, Jules Gerson, Arthur Goldstein, A. 8. Grod- 
man and Irwin Goldstein. Standing are Frank Beaton, Kenneth Cohen and Mathew Willand. 


The Goldstein-Gerson Co Inc., ring 


manufacturers, held their annual sales 
meeting early in January at the Warwick 
Hote! New York 

Arthur Goldstein, president, and Jules 
(,erson, were co-chairmen for the meeting 


A highlight of the session was the outlin 


Dates for ‘Watch Parade’ 
And ‘Watch Inspection Time’ 
Set by Swiss Watch Makers 


| hree 
serTvide 
by | he 


consultation with 


jewelry store watch sales and 


promotions have been scheduled 
Watchmakers of Switzerland after 
leaders of the jewelry 
and horological industry 

The events “Watch 
“Watch Inspection Time”-——-will be con 
tinued in 1956 and 1957, 
success as trathe and 


Parade” and 


hecause of thei 
sales boosters in 
1955 and previous years, according to Paul 
4. Ischudin, director of The Watchmakers 
of Switzerland Information Center, In 
in New York 

“Watch Parade” will take 
year from October 8-20. “Watch Inspec 
tion Time” this fall is scheduled for Sep 


place this 


tember 8-17, with a new and expanded 
spring campaign for Inspection Time from 
March 25 to April 6, 1957. 

Promotional materials, as in the past, 
Tsehudin stated 
jewelers and watchmakers profit 
from these tested national cam 
“The “Watch Parade’ is the type 
requested by 


will be made available. 
to help 
further 
paignes 
of promotion continually 
jewelers to back up their over-the-counter 


Ischudin added. “With na 


publicity 


sales efforts,” 


tional advertising and focused 
on an event taking place in jewelry stores 
throughout the country, the local jeweles 
then has the added opportunity to aggres 
sively promote his wide range of modern 
Swiss 


jeweled lever timepiece “ea aa seb 


winders, calendars, alarms, chronograph 
and other special-purpose watches 
* "Watch Inspection Time,’ 


campaign for watchmakers and their ser 


the national 
vice departments, is an effective promo 


tional lever on the service side of the store 
operation. It has proven to be one of the 


FOR FEBRUARY, 1956 


1956 advertising program and 
plans 
intended to stimulate greater sales during 


ing of the 


new merchandising and promotion 


the coming vear 
Arthur Goldstein said all possible mea 
sures were being taken by the company 


to imcrease service and delivers 


leading trafhe- and sales-builders for alert. 
promotionally-minded stores, because once 
a consumer brings in a timepiece for in 
spection or servicing, he immediately be 
comes a customer tor one or more of the 
many fine products on sale in the modern 


jewelry store.” Techudin said 


Chicago Training School 
Gives Assets to Charity 


Dh board of directors of the now ce 


funct School of Je welry [raining SeTVICe 


have voted to distribute the remaining 


assets of the school as the final sep in 
the dissolution of that organization, accord 


Axelrad of Pakula & Co., 


Chicago, who had been president of thy 


ing to Milton 


~f hool. 
Because the school had been incorpe 
rated not-for-profit, the disposition of it 


assets could only be made to charitable 


organizations according to law $8,000 
was voted to the Community Fund of Chi 


$4,000 


funds was turned over to the Jewish Vo 


cago and the remaining of the 
cational Service, which had been instru 


mental im founding the school 13 years 
ago 

For the past ten years the school, which 
ceased operations in the latter part of 1955 
had been sponsored by the various eg 
ments of the }e weiry industry in Chis age 
manulacturers, wholesalers and retailers 
Ihe school was founded with two basi 
purposes in mind: to aid in the rehabilita 


tion of war veterans; and to provide 


highly trained personnel for the jewelry 


industry. At one time in ite history, 95% 
of the students attending the school were 
disabied veterans who were very apt pupils 


inl beeame proficient craftemen 





WELCH’S exquisite 
Boating ( Jal 


earrings... 











farrings thewn 






ore oa tual ure 


14k aad G. Ff 


When your discriminating shoppers 
want the best, give them the deli- 
cate, fine Welch's Floating Opal 
jewelry. For quality, craftsmanship 
and beauty none can compare 
Over 30 years have proven their 
worth as a profit-maker. Write for 
folder and prices. 


Hi. H. WELCH, INC. 


198 Broadway, Dept. K, New York 38,N. Y. 


. 
Original Patentee of the Floating Opal 





Known for the Quality 
of its Training 


Chicago School 
of Watchmaking 


Established 1908 
Approved under G.I. Bill 
Member National Home Study Council 


f put Hi Mr STuoy lrais itieg roweram will 
inferest every ewelet who wants ' more 
fitable repair department brain ourself 
employee liome Study in be followed 
short intenaive resident training if de 
red Find out about the excellent coopera 
tion CSW offers you end tor tree intor 


nation toda 


CHICAGO SCHOOL OF WATCHMAKING 


2330 NM. Milweuwkee Ave., Dept. JCK 
Chicegeo 47, lNiinols 











HEADQUARTERS 
for Nationally 
Known Lines 
Now in our own building with Greater 
Facilities for Better Service 
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SESSIONS WATERMAN EVANS 

us Time ptr. SCHICK 
SEMCA GEMCO ‘ ~ 
TELECHRON HAYWARD ws “TINGHOUSE 
INGRAHAM iA TAUSCA VDORMETER 
VULCAIN REMINGTON OSTER 

ULYSSE NARDIN ALVIN TRAVELER 


TWILIGHT STAR DIAMOND RINGS 
and Many Others 
Catalog Twice Yearly © Ask for Yours Today 


JOSEPH HAGN COMPANY 


Wholesalers Since 1911 
325 West Madison Street, Chicege 6, ilinets 
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HARRY GREENWOLD 
WALLENSTEIN-MAYER CO. 


51 £. Fourth Street, Cincinnati 2, Obie 


Distributors 
Diamonds 
Silverware 
Electric Shavers 


55 Years of Service Plus 


Write for our 1956 Red Book 


Jewelry 
Clocks 
Appliances 








DIAMONDS 


LOOSE 
AND 
MOUNTED 


THE GERWE BROWN CO. 
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CINCINNATI . DALLAS 
CIES. 


: ’ 
: Since 1004 


the House of Fine Craftsmanship 


" ee | 


Engraved Wedding Invitations 


prepared for those 


| 
CUSTOMERS of the JEWELER | 
| 


whe want the 
FINEST in QUALITY 


Here t additional money for you, plus the 
satisfaction of doing a complete job for your : 








most particular customers If you wish to take 

orders tor Wedding Invitations, Thank-you ‘ 

Notes, etc., send for our distinctive order f 
© 
As 





taking Sample Book today 


WILL ECKER & CO. 
414. TWELFTH BLVD 
$¥ toOuls 1, MO 
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GOLD 


and 


SILVER 
PLATING 





(Before) Silverware Repaired 


Equal to NEW 


Remeving of Engravings 


Wm. Hertel & Co., inc. 
Siiveramiths & Piaters 


17 W. 46th 
New York 4, WN. Y, 


( After) 


“S7 years af the same 
address” 























MORE AND MORE 


people are asking for 
the Original Mustard 
Seed Remembrancer! 


Wrte tor Catalog Ne. 21 
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> Victor Kaufman of the Victor Corp., 
manufacturers at 205 East Sixth St., and 
his wife spent the Christmas holidays with 
relatives in New York City, and A. F. 
Gebhardt of Faigle Brothers, manufac 
turers at 12 East Sixth St.. visited his 
daughter in New York during the holidays. 
William L, Garrett, sales representative 
for the Harry Greenwold, Wallenstein. 
Mayer Co., wholesalers at 31 East Fourth 
St., enjoyed a hunting and fishing trip in 
Georgia during his vacation. 

> The abrin berry, a brilliant black and 
red nutlike seed, used in the manufacture 
of such costume jewelry as earrings and 
brooches, is extremely toxic and can be 
deadly if swallowed. That was the report 
of the U. S. Public Health Service labora- 
tory here, after analyzing samples of the 
berry for a manufacturer who was con 
sidering imports of the inexpensive seeds 
from Puerto Rico, where they are grown 
The Public Health Service reported that 


one or two of the beans. if swallowed. 
could easily kill a child, while several 
would be fatal to an adult. The seeds 


cause severe inflammation of the intestines 
making it impossible to ingest food, and 
there is no known 
officials said 


antidote, laboratory 
> Tom Atkinson, who was local representa 
tive for Oneida Community, Ltd., for sev 
eral years prior to his transfer a year ago 
to the Columbus, O., territory, has 
appointed district manager for the south- 
western Ohio area, and John Marcellus, 
who had represented the firm here during 


hee n 


the last year, has been transferred to the 
Cleveland, O., territory. 
> FE. & J. Swigart Co., jewelers’ supplies 
at 34 East Sixth St., held a three-day sales 
meeting during the firet week in January 
Among those attending were department 
managers and salesmen. and James O 
Trader, president, and John O. Murphy, 
ssleeman, the S. & J. Swigart Co. of Pitts 
burgh, Pa. Mrs. FE. J. Swigart, wife of the 
firm's president, vacationed in South Amer 
ica during January. 
> The engagement of Miss Mary 
Schummer and William Hart was an- 
nounced during the holidays. She is the 
daughter of W. J. Schummer, president of 
William F. Schummer & Son, Inc., manu 
facturers at 5 East Fifth St. Both the 
young people are students at the Univer- 
sitv of Cincinnati, 
- Ralph FE. wholesaler in the 
Provident Bank Building, and his wife 
spent a January vacation at Fort Lauder. 
dale, Fla. After spending the Christmas 
holidays at home, their two daughters re 
turned to school; Virginia to Ohio State 
University for post graduate studies, and 
Kathy to the University of Cincinnati. 

Al Wanstreth, a retailer in the downtown 
Building for 10 years, has opened 


Ann 


Goebel. 


Neave 
e modern branch jewelry and gift shop in 
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the suburban White Oak shopping center. 
Prior to World War II, in which he served 
in the Navy, Mr. Wanstrath was 
ated with A. Sauer & Co., manufacturers. 
> Edward H. 
Gruen Watch Co., reported a sell-out of 
company products during the recent holi 
The 700 employees received 
Christmas averaging one-third 
larger than those distributed the previous 


associ- 


Weitzen, president of the 


day season. 


honuses 


year. 

» Mr. and Mrs. Charles FE 
owners of Haberman Sales Co., 
ers at 31 East Fourth St.. were to vacation 
in Florida in early February. 

>» The Thompson & Vogel Co., manufa 
turers at 606 Vine St., a partnership since 
1941, has been dissolved, and the firm is 
now being operated as the F. W. Vogel Co 
> Al Kovac of the Flanagan Kovac Co., 


wholesalers in the Enquirer Building, was 


Haberman. 
wholesal 


host to several Cincinnati Redleg baseball 


players at the recent annual Charity Ball. 


Herschede Elected President 
Of Cincinnati 24 Karat Club 


Kdward F. Herschede. Jr.. 


owner of the 


name at 525 


jewelry store of the same 

Walnut St.. Cincinnati, Ohio, was elected 
president of the Cincinnati 24 Karat Club 
at the annual dinner meeting held on 
January 10 at the Cincinnati Club. 





EDWARD F. HERSCHEDE, JR 


Harold R. Haerr of the 


He suct eeded 


Gruen Watch Co. Other new officers are 
Tom J. Heldman, Gruen, first vice-presi 
dent; Karl J. Mouch, of Karl J. Mouch. 


second vice-president; Hans Demmer, 
Gruen, third vice-president; James L 
Goode, treasurer and Robert Hengehold, 
Resfelder Bros. & Co., manufacturers 


term are 


Whitaker, 


Directors for the two-year 
Charles E. Richter, W. R. 
Mouch, Goode and Heldman. 

With 42 and guests present, 
the program opened with a cocktail hour 
and dinner, during entertainment 
was provided by a and an ac 
Cards 


members 


which 
vocalist 
enjoyed after the 


cordionst. were 


meeting. 
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Cincinnati Group Elects 
New Board of Directors 


New directors of the Cincinnati Whole. 
sale and Manufacturing Jewelers Associa- 
tion were elected at an annual dinner 
meeting Jan. 12 in the Cincinnati Club. 
They are: 

Cherrington L. Fisher and Charles K. 
Stern of Harry Greenwold, Wallenstein 
Mayer Co., wholesalers: James N. Held- 
man, A. G. Schwab & Sons, Inc., whole- 
salers; Eugene Swigart, E. & J. Swigart 
Co., jewelers’ supplies; Joseph Haas, A. 
Sauer & Co., manufacturers; Robert 
Hengehold, KRosfelder Brothers & Co., 
wholesalers; Harry Schwettman, Gruen 
Watch Co.; Ray Frommeyer, Klein 
Brothers Co., wholesalers; Victor Youkilis, 
the Victor Corp., manufacturers; Ralph E. 
Coebel, wholesaler, and Jack Gerwe, the 
Brown Co., wholesalers. The di 
rectors were to meet in late January to 
elect oftheers. 

Members of the advisory 
Sam Silverman of S. Silverman Co., Ine.. 
wholesalers; J. Paul Knight, manufa 
turer, and Max Litwin of Litwin & Sons, 
Inc., manufacturers. Names of the candi 
dates were submitted by a nominating 
committee headed by Herbert Schwab of 
A. G. Schwab & Sons, Inc. 

President Max Litwin, who presided, 


(,erwe 


board are 


announced that the annual convention and 
trade show of the Ohio Retail Jewelers 
Association again will be held during the 
Labor Day weekend in Hotel Netherland 
Plaza in Cincinnati. He said that last 
years convention in the same hotel was 
the only one in this country to have re 
corded a larger attendance than at the 
1954 conventions and shows 

It also was announced that Julius D. 
Jacobs, Ir.. of D. Jacobs Sons Co.. whole 
salers, had resigned as association se 
retary, a position he had held for several 
years. It was voted to present him with a 
suitable gift in appreciation for his long- 
time services to the organization 

The buriness session followed a cocktail 
hour and buffet dinner, and the program 
was concluded with a talk by John Mur 
dough, traveling secretary for the Cincin 
nati baseball club. He discussed the out 
look for the team, which he said appears 


brighter than in recent veare. 





WANTED - SALESMAN 
MIDWEST 


A 25-year-old manufacturing company, 
with hundreds of active accounts in the 
Midwest, desires an experienced sales- 
man who has a following, to sell oa 
quality line of gold and platinum ring 
mountings and watch attachments. No 
objection to non-conflicting lines. This 
is @ good proposition for the right 
man. Write in confidence to: 


METRO JEWELRY CORP. 
21 West 46 St., New York, N.Y. 
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Members of Fashion Press 
Are Guests of JIC at Opera 


More than 140 members of the fashion 
press from all over the country were the 
guests of the Jewelry Industry Council at 
their annual Metropolitan Opera Party 
on January 12, to see and hear the Met's 
new production of Offenbach’s “Tales of 
Hoffmann.” The opera party is given each 
year at the time when out-of-time editors 
are in New York for National Press Week. 

After hearing a brilliant performance, 
the guests adjourned to the Opera Club 
where they were invited by the Council to 
a champagne reception. Here they met 
Rudolf Bing, general manager of the Met 
ropolitan, and members of the cast as well 
as other opera stars 

To create special interest in jewelry, 
Martha Percilla, fashion director for the 
Council and hostess to the editors, wore a 
collection of emerald and diamond jewelry 
from Van Cleef and Arpels. Her historic 
tiara was made of more than two hundred 
carats in emeralds and two hundred and 
fifty carats in diamonds and is valued at 
$200,000. 

With this she wore a $55,000 necklace of 
diamonds and cabochon emeralds and a 
pair of matching earrings valued at $18, 
000. Her ring and bracelet were both of 
diamonds and they were valued at another 
$25,000. 

According to the Council, the press at. 
tendance at the party this year was the 
greatest it has ever had in the six years 
during which these parties have been 


af aged 


Wein Acquires Interest 
In Meyer Store Chain 


Bernard Wein has acquired a substantia! 
financial interest in the Meyer Jewelry 
(.0., Woodward at Grand Cireus Park, 
Detroit, Mich.., 
by Meyer Rosenbaum, president. 


according to a statement 


RIS 
te 3 





BERNARD WEIN 


In his new capacity of vice-president 
and partner, he will continue to function 
as previously in the post of general man 
ager, Rosenbaum said 





When You Run A SALE 
Do It With GRACE Sales 
I GUARANTEE: 


> Quick profits on every sale 

> My personal supervision 

> Background of over 20 years sell- 
ing experience 

> Preservation of the reputation and 
prestige of your store 

> No work or worry on your part 





NICHOLAS VAN WOWK 


For more information on hou 
the Grace Sales System can 
help you, with no obligation 
on your part, write or phone 


GRACE SALES SYSTEM 
20 West 47 Street, New York, N. Y. 
Jtidson 2-1167 








MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEER 
JOUM BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 








imperters of 
ENGLISH CHINA 


and 
EARTHENWARE 


Steck and Import 


FOMDEVILLE & CO., INC. 


(40 Sth Ave... New Yoru (0. #Y 
AL. 4-010 











Sterling Flatware 
Vore than 1300 actualsize sterling 
flatware patterns are illustrated in 
IC-K's newly-revised Index. 
For full details, write 
Jewelers Circular-Keystone 
Chesnut & Séth Sts, Phila. 39, Pa. 











WEDGWOOD 


Bone Chine Dinnerwere, Queen's Were 
Jasper and Biack baselt 


Trade-Mark WEOGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 








DECORATIVE 
MARY RYAN A bh eS 


rPURWN rU RE 


GIitTl AND AFR’ 

















WORLD FAMOUS 


NEW 
LUSTER 


TRADE MARK 


A polish that spreads on like 
butter and yields il cream-rich 
lasting finish. Ideal for Silver. 


*& Use it for keeping your own 
goods permanently bright and 
shining | 


*& Do your customers a service 
by selling New Luster to them 
at the usual markup. Retails 


for $1.50. 


A full sized package of New Luster 
mailed to any retailer or wholesaler 
on receipt of one dollar, 


Wholesalers’ inquiries welcomed. 


EARL L. SMIT 


National Distributor 


315 W. Sth S#., Los Angeles 13, Calif. 








ORCHIDS 
A Sales Builder That 
REALLY BUILDS SALES 


Jewelry stores and 


gift shops report 
amating results 
when they use ex- 
otic Hawaiian 
Vanda Orchids to 
attract women for 
special events, sales 
promotions, anniver- 
saries, openings, 
etc. Women love to receive this exquisite 
flower. Flown direct to your store in spe- 
cial easy to handle tray cartons as dewy 
fresh as the day picked. Order 100 or 
thousands. Keeps fresh and lovely for 
days, ready to pin on your customers. 


Free edvertising aids. 
Write fer price tists and iiustrated booklet 
Dept. JC-2 


Flowers of Hawaii 


470 4+. Leteyette Pi. Pi 


H. C. Krueger 


7. eo eee 








Chatham Research Laboratories 
70~i4th St. Sen Francisco 3, California 
Exclusive Growers of 


Chatham Emeralds 


aca. US. PAT. OFF. 
The Only Cultured Emeralds 
Available in the World 
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> More than 500 exhibitors were scheduled 
to display their wares at the 42nd Cal 
ifornia Gift Show, that was held at the 
Biltmore and Alexandria Hotels, Brack 
Shops, the Merchandise Mart and indi- 
vidual showrooms in Los Angeles from 
January 22-27. It was estimated that more 
than 100,000 separate items would be on 
display. In his pre-show report, Ernest 
Wiley, of Bullocks, Westwood, chairman 
of the show committee, predicted that 
new lines shown would reflect a trend 
towards gracious and casual living based 
on the continued development of suburban 
markets. The buyers’ breakfast, which 
proved successful at last July’s show, was 
scheduled to be held on the morning of 
January 25 with Bob Greenberg, of Green- 
berg and Behm, presiding. TV star Marvin 
Miller was scheduled to act as master of 
ceremonies 

> Oren E, Hohneck was recently appointed 
as representative for the RK. F. Simmons 
(o., Attleboro, Mass., for the Pacific 
(Coast, the Southwest and Texas territories. 
His headquarters will be at 448 South Hill 
St.. Los Angeles. 

> The Jewelers 24 Karat Club of Southern 
California has announced that their club 
room in the Hotel Clark, 426 South Hill 
St.. Los Angeles, is open to the trade for 
lunch between the hours of 11 and 2. 
Arthur Michael, club president, said that 
the persons using the room between those 
hours would not require a key, During the 
other hours, however, entrance will be by 
key and for members only, he said. 

> Bob Mendelson is recuperating from an 
ear operation that hospitalized him in 
December 

> The Golden Nuggets of California an 
nounced the acceptance of two new mem 
bers: Ben Berk, of Fried and Field Co., 
San Francisco; and Irvin J. Grant, Garr 
Sales Co., Los Angeles. 

> Mrs. Dorothea Dolin, manufacturers’ 
representative at 220 West Fifth St, L. 
A., left the beginning of January on an 
extensive selling trip through her territory 
which comprises the 11 western states 

> Jay Raich, manufacturers’ representative 
at 448 South Hill St, L. A., announced 
his recent appointment as West Coast rep- 
resentative for Capital Ring Co. of New. 
ark, N. J.: and “Lifetime” wedding rings, 
manufactured by the Certified Metals Co.. 
also of Newark. 

> Walter H. Levison and Irving L. Heller 
joined in the formation of a new firm, 
Levison-Heller Inc., with ofhces in the 
Howard Bidg. San Francisco. Levison, 
who was formerly located at 9 Geary 5t., 
is a third generation diamond merchant. 
Both his father and grandfather were 
pioneer diamond merchants in San Fran 
cisco and he has been in the business for 
the past 30 years. Also raised in the busi 
ness, Heller, diamond expert and ap.- 
praiser, has been in the diamond appraisal 
end of the business for the past 20 years. 


® WEST COAST 


The new firm will specialize in gem con- 
sultation and appraising and the purchase 
and appraisal of estate jewelry. 

> Harold B. Franklin, Oakland. Cal. 
located near Mille 
College 


jeweler, previously 


College, has merged with the 
(_amera “enter into one store now located 
at 5930 Foothill Blvd. Increased parking 
space has been provided by this change in 
location. 

> Bayer Jewelry, 2058 Mission St., San 
Francisco, recently announced completion 
of remodeling. The store was purchased 
exactly a year ago by Clarence Bayer who 
has steadily improved the store's appear- 
ance and operating efficiency. He was 
formerly with Hunter's Jewelry in Crescent 
City, 

> The Allied Jewelers Bowling League, 
Los Angeles, has posted final standings 
for the first round of the 1955-56 tourna. 
ment, Best game of the season was bowled 
by Dick Levy, of Levy and Jasper. His 
best game score was 279, and 644 for a 
November 9. The Levy and 
jasper team leads the league with 27 
games won and 9 lost. Runners-up are 
julie Duke, 25 won and 11 lost and the 
Myers Co., 22 won and 14 lost 

> Edgar E. Fischer, 50, 704 Market St., 
San Francisco, well known jeweler and 
watchmaker, died December 5 at his place 
of business. He and his brother Carl op 
erated the firm founded by their late 
father, Emil Fischer, in 1908. He was a past 
president of the San Francisco Propri- 
etor's Watchmakers Association and was 
treasurer of that group at the time of his 
death. He is survived by his widow, Mrs. 
Fleanor Fischer, a son, a daughter, two 
step-daughters, his mother, and a brother 


series on 


and sister. 

> Kay Leber, show manager for the West. 
ern Merchandise Exhibitors Association, 
reports an increased interest in the show 
on the part of jewelry manufacturers. The 
32nd Western Gift Show will be held in 
San Francisco from February 5-8. A fea 
ture of the show will be a buyers’ wine 
tasting party to be held in the Gold Ball. 
room of the Sheraton-Palace Hotel on the 
evening of February 7. Other Gift Show 
dates will be: Portland, February 12-15; 
Seattle, February 19-22; and Spokane, 
February 26-28 

> Arthur Fein has been appointed to head 
the diamond department at Broder, Marks 
Co., Inc., wholesalers, at 448 South Hill 
St.. Los Angeles. He is recognized as a 
diamond expert in New York and in 
Southern California. 

> Lawson Jewelry Stores have opened a 
new unit at the Pomona Valley Center. 
Pomona, Cal. Manager of the new stores 
is Ben Schuster, who has been connected 
with the firm’s main office in Los Angeles 
> A new jewelry store recently opened at 
178 North Monterey St., Gilroy, Cal. Dick 
Steen, the owner, was formerly employed 
by Coast Counties Gas and Electric Co. 
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COMING 
EVENTS 


F E B R U A R Y 


+—Boston Jewelers Club, Annual Ban 
Hotel Statler, Boston, Mass. 

+6—Inland Empire Gift Show, Daven 
port Hotel, Spokane, Wash. 

4-8--Spring Jewelry Show, Detroit Sales 
Associates, Statler Hotel, Detroit, Mich. 

9-8—China, Gilt Jewelry 
Show, Civic Auditorium, Sheraton Palace, 
St. Francis and Sir Francis Drake Hotels, 


San Francisco. Cal 


quet, 


(, lass, and 


»15—Chicago Gift Show, LaSalle Hotel 
and Palmer House, Chicago, II). 

6-17-—-China, Glass and Gift Market, 
Merchandise Mart, Chicago, Il. 

11-15—China, Glass, Gift and Jewelry 
Show, Portland Public Auditorium and 
Plaza Hotel, Portland, Oregon. 

18-22——-China, Glass, Gift and Jewelry 
Show, New Washington and Olympic Ho 
tels and Civic Auditorium, Seattle, Wash 
ington. 

19-20-—-Texas Retail Jewelers Associa 


tion, 50th Golden Anniversary Convention, 
Adoiphus Hotel, Dallas, Texas. 
19-21—-St. Louis Spring Gift Show, Stat 
ler Hotel, St. Louis, Mo. 
19-22-—-Cleveland Gift Show, Hotel Stat 
ler, Cleveland, Ohio. 
19.22—~Allied Gift Show, 


and Jewelry 


Hotel Adolphus, Dallas, Texas 
19-24—Original Dallas Gift Show, Baker 
Hotel, Santa Fe Building, Dallas Mer 


chandise Mart. Dallas, Texas. 


26~-Illinois Retail Jewelers Association. 


Annual Convention, Hotel Abraham 
Lincoln, Springheld, Hl. 

26-28—China, Glass, Gift and Jewelry 
Show, Davenport Hotel, Spokane, Wash 
ington 

26-28-—Omaha Midwest Gift Show, Pax 
ton Hotel, Omaha, Neb. 

26-29—Ohio State Gift Show, Hote! 


Deshler-Hilton, Columbus, Ohio. 
26-2——-New York Gift Show, Hotel New 
Yorker and N. Y. Trade Show Building, 
New Y ork. 
27-1—Market 
New York 


Week, 225 Fifth Ave.. 


MAR C H 


46—~Pacific Northwest Retail Jewelers 
Convention, Multnomah Hotel, Portland, 
Oregon. 

47—-Denver Gift and Jewelry Show, 


Hotel Albany, Denver, Col. 


FoR FEBRUARY, 1956 


-7—Detroit Gift Show, Sheraton-Cadil 
lac and Statler Hotels, Detroit, Mich 

+8—Parker House Gift Show, Parker 
House, Boston, Viase. 

>-9.- Boston Gift Show, Hotel Statler 


Boston, Vass. 


i] 13 Heart of Ameri a (,ift Show 
(Continental Hotel, Kansas tity, Vio 
18-21 Philadelphia C,ilt Show, Hotel 


Benjamin Franklin, Philadelphia, Pa. 
18-21—Northwest Gift, Art House 
wares Show, Radisson Hotel, Minneapolis, 
Minn. 
18-21--Cineinnati Gift Show, Netherland 
Plaza Hotel, Cincinnati, Ohio. 


and 


25-28—Indianapolis Gift Show, Hotel 

Claypool, Indianapolis, Indiana. 
A P RR L 

7-8&—Nebraska Retail Jewelers Associa 
tion. Annual Convention, Hotel Yancey, 
Grand Island, Nebraska. 

8.9 Indiana Retail Jewelers Associa 
tion. Annual Convention, Severin Hotel 


Indianapolis, Indiana. 





National Convention Dates 


Conrad 


NJA-—-July 29-August 2, 
Hilton Hotel, Chicago. 

ANRJA August 26-30, Waldorf 
Astoria Hotel, New York. 











8-11-Pittsburgh Gift Show, William 
Penn Hotel, Pittsburgh, Pa. 
1 1— Massachusetts-Rhode 


Island Retail 


Jewelers Association, Annual Convention, 
Parker House. Koston. Vi ase. 

14-15—Oklahoma Retail Jewelers Ase 
sociation, Annual Convention, Skirvin 
Hotel, Oklahoma City, Okla. 

14-16—Kansas Ketail Jewelers Associa 
tion, Annual (_onvention, Allis Hotel, 
Wichita, Kansas 

15-16—-Alabama Ketail Jewelers Ae 
sociation, Annual Convention, Whitley 
Hotel, Montgomery, Ala 

28.29.-Arkansas Retail Jewelers Asso 


ciation, Annual Convention, Marion Hotel, 
Little Rock, Arkansas 
29.30-——New York State 


Retail Jewelers 


Association, Annual Convention, Hotel 
Syracuse, Syracuse, N. Y. 

29-1 Virginia-North Carolina Ketail 
Jewelers Association, Annual Convention, 
Robert FE. Lee Hotel, Winston-Salem, 
North Carolina 


Harkin Reports Increase 
In ’56 Production Plans 


Ira A. Harkin 


plastic 


Harmon, president of 
Affliates, manufacturer of 
molded boxes at 331 Madison Ave., New 
York, announced that the firm doubled 
ite production in 1955 and plans to buy 
from $25,000 to $50,000 worth of 
molds to make additional boxes, adding 
their stocks during the coming 


Inc.. 


new 


these to 
year. 

Harkin currently has 200 box styles in 
production in eight plants. 












































































COSTUME 
JEWELRY 


IMPORTED FROM 


See us at the 
New York Gift Show 
Feb. 26-Mar. 2, 
Hotel New Yorker, Suite 934 


The elegant beauty and 
fare quality of genuine 
ARABESQUE...Moorish 
damascened jewelry im- 
ported exclusively by BARD. 


FF RAR €0.. Ine. 
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JOLISHING PROBLEM--I seem to be unable to get 
as bright and lustrous a polish on platinum as | am 
accustomed to getting on gold or silver. I use the same 
materials and methods on all metals, Is there any special 


trick or equipment for polishing platinum? (Question 
No. 6551.) B. G. 


Answer-—\n the first place, the nature of platinum is 
such that you cannot expect to get as high a polish on 
this metal as on gold or silver, You should use the 
special platinum bar tripoli and platinum bar rouge that 
is made for this metal to get maximum results in polish- 
ing it, even though these will not equal some other 
metals in lustre, On extremely broad areas on platinum 
work, some jewelers burnish these with an electroplaters’ 
agate or steel burnisher before buffing them. Always use 
the highest speed of your polishing lathe. 


f bewterer WITH SOLDER-——When soldering very 

light chains, I have trouble with the gas-blast blowing 
the chain out of position, or clear off of the charcoal 
block. How can | get around this trouble? (Question 
No, 6552.) J. S. 


A nswer—-Place the chain on a level part of your char- 
coal-block, Cut short bits of binding wire to use as pins, 
and thrust two or more of these through links in the 
chain and into the charcoal block to hold the work in 
place, then apply the flux and the solder. The blowpipe 
blast cannot dislodge work held in this way, while solder- 
ing is being done. 


JESTORING FINISH-—On one of these fine French 

clocks, the spiral steel gong is badly rusted. It looks 

bad along the fine job I made of polishing the brass 

parts, What is best way of restoring the gong to its orig- 
inal blue finish? (Question No, 6553.) J. S. R. 


Answer-——-Fill a metal pan with white sand, washed in 
a sieve with running water, then spread to dry thor- 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


oughly and sift to remove any foreign matter. After 
cleaning and polishing the gong with any good abrasive 

emery, carborundum or the like—bury the gong in 
the sand and on top of the sand lay a piece of steel, of 
about the size of the gong-wire, polished like the gong. 
The gong and the test-piece must be immaculately 
cleaned after polishing, and then not touched with the 
bare fingers. Place the pan on top of a stove or other 
source of heat. Watch the test-piece on top of the sand, 
as it changes color from yellow to brown to purple and 
finally to blue, until it has reached the shade of blue de- 
sired on the gong. It will change from purple to dark 
blue and then to lighter shades of blue. Remove the gong 
from the sand immediately. It should be found to be the 
same color as the test-piece. The key to success in all 
heat-coloring of steel is perfect cleanliness of the work 
before heating it. 


OW TO STEADY A PENDULUM—wWe have a 

French clock in which we put a new pendulum rod, 
that we made out of one of the ordinary iron rods for 
American kitchen clocks, As the suspension was in the 
clock (two steel springs between brass blocks) we cut 
the rolled spring off of the American rod, bent a hook 
on it, and attached the bob. But we can't find any way 
to stop the bob and new rod from wobbling. The springs 
are perfect, not wrinkled, What can we do to make the 
pendulum steady? (Question No. 6554) C. M. R. 


Answer—Our guess is that you just bent a simple 
U-shaped hook on the upper end of the rod, which could 
cause wobbling of a pendulum, provided, as you sug- 
gest, that the original suspension springs are perfect. 
So we suggest trying this—with a snipe-nose pliers, 
grasp the rod, opposite the open side of the U-shaped 
hook, and with a flat-nosed pliers, just below the snipe- 
nosed one, make a short bend in the rod, then another 
bend in the opposite direction, so that the angle of these 
bends comes exactly under the suspension pin on which 
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members of this time-honored family 


new model and the Elimag) should really 


> 


he put on your ‘invitation list’. 


They will be happy to call on you at your 
convenience and these new acquaintances 
will bring an untold story of greater time- 
and-money saving which of course means 
more-and-better work with greater profit 

. and like all good friends, they will re- 


main true through the years. 


So, ... lest “auld acquaintance be forgot”, 
mail in the coupon, helow. and meet these 
new members of the old WatchMaster 


family. 








Watch 


More W atch Vasters have heen sold 


and are being sold than all other 





watch liming nae hines ivi the world. 
combined lhere miust be a reason! 


There is...1ft's the BEST. 


American Time Products, Inc. 


580 Fifth Avenue 
New York 36, N.Y 


FOR FEBRUARY, 1956 


TEAM MATES 


The “old faithful” WatchMaster cartooned 
in the center, above, needs no introdaction 
to the watchmakers of the world. The new 
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W atchMaster 
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American Time Products, tne 
580 Fifth Avenve, 
New York 346, WN. Y. 


Nuome 
Gentlemen: 
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Without incurring eny obliga 


tion, please arrange ao Watch 
Master demonstration af my Sire 
bench. 





Please consider this os our order 
for one Elimag Address 


[}) Check in full enclosed ($24.75) 
[) Bill us $24.75 plus postage 
. Above prices U.S.A. only City, Stote 
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the hook hangs. This will cause the rod to hang in the 
center of the suspension, directly below the opening 
between the two springs, instead of below one of the 
springs. We believe this will stop the wobbling and make 


it possible to regulate the clock. 


( LD LATHE PARTS My watchmaker’s lathe is 

” maybe 50 years old, stamped “Lancaster Special” 
but has no makers address. | want to buy additional 
chucks for it. Can you tell me who makes them and 
where / ( (uestion No. 6555.) 3S. 5S. 

Answer—-TYhis “Lancaster Special’ lathe, we believe, 
was made as a special item for sale by L. C. Reisner 
and Co., Lancaster, Pa., a firm that has been out of 
business for the past 45 years. The manufacturer of the 
lathe was bk. Rivett Co., Brighton, Boston, Mass. About 
4M) years ago, the Rivett watchmaker’s lathe business 
was absorbed by the present firm of F. W. Derbyshire, 
Inc.. of Waltham, Mass. 

It is possible that the Derbyshire Co. may be able 
to furnish chucks and parts for your lathe. We believe, 
however, that the latter firm prefers not to sell directly 
io consumers, so it might be well if you would send a 
sample of your chucks to your regular watchmaker’s 
supply house and have them order what you wish from 
the manufacturer named; or your dealer may have some 
chucks and attachments of the same model but of some 
other trade name, that would fit your lathe. 


SUSPENSION IN QUESTION-—A customer left with 
\/” us a cuckoo clock, an old one and an heirloom in her 
family, for best order regardless of costs. The pendulum 
hangs on a loop of string at the top. Would the clock do 
better timekeeping if we would put a suspension spring 
in place of the string-loop, like in American clocks? 
(Question No, 6556.) L. F. 

A nswer-—We believe it would be better to retain the 
string suspension. This would be consistent with the 
original design of these clocks, conforming with the en- 
tire mechanism, “Modernizing” only one part would not 
offset the crudeness of the other parts, This type of clock 


never was nor can be a really accurate timekeeper. 


(*' STOMER IS WRONG One of our customers. a 

‘railroad conductor, insists that regulating railroad 
watches should not be done with the regulator but entire- 
ly by the screws in the balance, This rule, if carried out 
for all railroad watches that come in for repairs, would 
waste a lot of our time. What can we say to this custo- 
mer?’ (Question No, 6557.) S. S. 

Answer-——\l{ what this customer says is true, then why 
should railroad watches have regulators on them, as they 
all do? What your customer says is a sort of exaggera- 
tion. Railroad watches have regulators and they should 
be used, but only for moderate changes of rate that 
would leave the regulator index hand or pointer quite 
near the center of the regulator scale. If to bring the 
watch to time would place the pointer well away from 
the center of the scale, only then should the timing 


screws be used, leaving the pointer near to its central 
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position, which is to be considered normal in watches of 
fine quality. The isochronal and position adjustments 
are based upon the curb-pins being as with the regu- 
lator pointer as near as possible to the center of the index 
scale. But small changes of meantime rate should be 


made with the regulator, not with the balance screws. 


| OW PREVENT CRACKING?—How can I! prevent 
having trouble often when tightening cannon pin- 
ions, when bending the tongue with pliers—-the tongue 


is apt to crack or break 7 (Question No. 6558.) M. C. 


Answer—-A better way than using pliers is to use 
your staking tool for this job. Place a crotch stump in 
the tool; pass a very loosely-fitting brass wire through 
the hole in the cannon pinion, and with this wire, hold 
the pinion in the stump crotch. With a rounded-edge 
“chisel” punch, or a rounded-end punch, strike repeated 
light blows against the tongue of the pinion. The loosely- 
fitting brass wire will allow the tongue to be bent sul- 
ficiently to tighten the cannon pinion on its center post, 


but will prevent breakage of the tongue. 


-giotehale AL, PROBLEM-——Why do I nearly always break 

pivots when I try to straighten them for high- 
quality watches, when I do not have this trouble in cheap 
watches? (Question No, 6559.) J. M. 


Answer—krom what you say, we would guess that 
you do not use heat when straightening pivots. Whatever 
tool you use, whether tweezers or a drilled piece of silver 
or copper, the tool must be heated over the flame of an 
alcohol lamp before using it on the bent pivot. Steel 
tweezers should not be used; heavy brass or coppe 
tweezers not only take and hold heat better, but they 
are softer and will not risk malforming a pivot like 
steel ones would. 

The heat should not be as much as would visibly draw 
the temper of the pivot—it is just that moderately heated 
tools lessen the chance of breakage. But if the pivot is so 
badly bent as to break then, a new staff or pinion is 
necessary, or a repivoting job. To draw temper suf- 
ficiently to straighten a very badly bent pivot without 
risk of breakage, may spoil that part of a fine watch. 
Cheap watches may have pivots of such soft steel that 


even heavy bending will not break them. 


7 Y ORRECTION—-In our December column, in reply to 

A “Chime Clocks,” (Question No. 6538) J. G., who 
asked us to recommend a good book on setting up chime 
clocks, we recommended “The Modern Clock” by W. L. 
Goodrich, but made an error in saying that the book is 
out-of-print and would have to be found and picked up 
as a second-hand item. Actually——the Goodrich book has 
recently been reprinted by The North American Watch 
Tool & Supply Co., of Chicago, and is in stock and 
offered by Tue Jewever’s Circutar-Keystone Book 
Department. The book will be sent postpaid anywhere 
in the U. S. or Canada for $4.95, remitted to JC-K 
Book Department, Chestnut and 56th Streets, Philadel- 
phia 39, Penna. 
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window posting machine 


cuts installment record-keeping costs 


Now, installment businesses of ALL 
types and sizes can profit by the im- 
proved record-keeping and control 
provided by the NEW NATIONAL “42”. 

This new window-posting machine 
posts all related records simultane- 
ously —(1) passbook (or statement), 
(2) ledger, and (3) journal—all in 
original print (no carbons)—right at 
the window where the transaction 
occurs. 

The NATIONAL “42” establishes 
new high standards for installment 
accounting equipment—the result of 


intensive consideration of the needs 
and conveniences of the customer, 
cashier, and of the working require- 
ments of modern offices. 

This NEW NATIONAL “42” is 80 
quiet that it can be used anywhere 
without disturbing even the nearest 
customer or employee. 

ALL entries are lock-protected and 
detector-counter-controlled. Trans- 
actions of ALL types are protected 
from the moment an amount is re- 
corded until the day’s final totals are 
submitted to management. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


977 OFFICES IN 94 COUNTRIES 


FOR FEBRUARY, 1956 


The NATIONAL “42"—exclusively 
NEW in design—applies NEW tech- 
niques to the many basic principles 
which years of experience have proved 
are indispensable to prompt customer 
service and the effective control so 
essential to management. 


*TRADE WARK AEG. © PAT OFF. 





149 








Manufacturer's 








N ( W \ of Products--- Promotions ---+> Personnel 





Community Emphasizes Women's 
Magazine Ads in 1956 Campaign 


The Community Oneida 
LAd, Silversmiths will spearhead its 1956 
advertising campaign with full-page, 
double-page and triple-page ads in the 
Ladies Home Journal, reaches 
nearly 10 million women a month, said to 
be the largest all-woman audience in the 
world 


Division of 


which 


(Community's firet, full-color ad in the 
Journal, shown in the photo, will appear 
in the March issue. The ad will feature 
“beauty close-ups” 
presenting patterns. The 
silverware dominates the page in greater. 


, 
fommunitys new 
technique of 





A 


0 vmuunly prnie tat 


a» A 


than-lile size and each fine detail is clearly 
depi ted, 

Frequent insertions will also appear in 
such other leading women’s magazines as 
Woman's Home Companion, Better Homes 
and Gardens, Modern Bride, Mademoiselle, 
Seventeen and Charm. 

Community decided upon the new cam 
paign when studies showed that women 
are most likely to buy when they are in 
the mood to think about their homes and 
in an atmosphere to think about home 
making; women's magazines, the firm be 
lieves. 


represent the best medium to 


create the proper mood and atmosphere, 


New Baker Catalog To Feature 
Special Section on Palladium 


‘work-bench” section desecrib- 
ing the most efficient techniques of han- 
dling jewelry palladium will be one of 
the features of a new catalog soon to be 
made available by Baker & Co., Newark, 
N. J., refiner of precious metals. 


A spec ial 
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Gruen Offers Watches In 
New ‘Billfold’ Package 


The Gruen Watch Co. is currently fea- 
turing a bonus gift of a Prince Gardner 
wallet with its watches. 

The wallet, with a retail value in excess 
of $10, sheathes the watch and replaces 
the traditional watch box. Wallet packages 
consist of two men’s billfolds in desert 








gold and black top grain leather and one 


ladies’ wallet, shown in the photo, in 
white with jeweled studs, 

Four men's watches, ranging from 
$39.75 to $71.50, are featured in the bill. 
fold package promotion; all are highly 
styled Veri-Thin, water-resistant models 
with unbreakable mainsprings, 17-jewel 
movements and sweep-second hands, 

Ladies’ models, with sweep-second 
hands with top quality leather straps, re- 


tail for $49.75 and $59.50. 


A. T. Cross Offers Compact 
Display For Pens and Pencils 


A. T, Cross, 53 Warren Sj., Providence, 
manufacturer of fine writing instruments, 
is currently offering dealers a compact new 
point-of-sale display which can also be 
used as a stock tray. 

The unit, shown in the photo, displays 
four gift-boxed miniature “Cross” pencils 
which are flanked by two “Century” pen 





and pencil sets in chrome finish, and by 
two sets of the “Cross” gold filled line. 
The display is constructed of sturdy blond 
wood, lined with velvet. 


New ‘Starfire’ Diamond Rings 
introduced by A. H. Pond Co. 
A. H. Pond Co., Ine.., 


maker of “Artcarved” diamond rings, has 
announced the introduction of a new line 
of “Starfire” diamond rings. The new line 
features “Lovely, Larger Diamonds with 


Syracuse, N. Y., 


Starfire Brilliance,” says the firm. 

The new Starfire line is being advertised, 
as shewn in the photo, in two-color ads in 
leading consumer magazines, including 
Life, Look and Seventeen, and in a number 
of movie magazines, including Movie Stars 
Parade, Movie Life and Movies. 

Supporting the national campaign is a 
complete line of dealer aids: window and 


Lovely, Larger 
Diamonds 


un a 
Starr. 





in-store displays, free newspaper mats, di 
rect mail pieces and neon signs. A special 
Starfire Certificate registers and guarantees 
the true diamond value of every ring. In- 
formation concerning availability of Star 
fire franchises can be obtained from the 
firm. 


Ronson Announces Increase 
In Lighter and Fuel Prices 


Retail prices of some Ronson lighters, 
and on Ronsonol lighter fluid, were raised 
on January 1, according to an announce- 
ment by Louis V. Aronson, II, president. 

Aronson said that price increases were 
necessary because of “increased costs of 
material, labor and freight.” He em- 
phasized that the percentage profit to dis- 
tributors and retailers will remain un- 
changed, although the unit dollar profit 
will be higher on each item affected by 
the price increase. 

Trade invoicing, based on the revised 
price list, started with all shipments be- 
ginning January 1. 
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A. Stowell Window Typifies Anson's ‘Port of Call’ Displays 





Following the recent introduction of 
Anson's “Port of Call” promotion, re 
tailers throughout the country have in 
stalled window displays with an _ inter 
national flavor, as typified by the window 
at A. Stowell Co., Boston, Mass. 

The Stowell window, shown in the 
photo, features Anson's motion display 
flanked by two trays containing assorted 


wt 
PP rnanct 
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sets of Port of Call men’s jewelry. 

The window also features pottery from 
Scandinavia, 
sterling silver from England and costume 


Portugal, glassware from 
jewelry from France, the Far East and 
South of the Border. 

Anson will supply jewelers with foreign 
flavored posters to help decorate their 
Port of Call windows. 





Westinghouse Reduces Prices 
Of its Dry and Steam Irons 


Westinghouse Electric Corp. has an 
nounced a reduction in the suggested re 
tail prices of two of its houseware items: 
its steam iron (model 15-521) will be re 
duced from $17.95 to $14.95: its dry iron 
(model ID-513) will be 
$12.50 to $11.95. 


These will be the only price reductions 


reduced trom 


on any of the firm's electric housewares, 
according to John J. Anderson, manager 


of Westinghouse portable appliances 


Look to Sponsor Valentine's 
Day Promotion for Jewelers 


To help retailers make the most of sales 
opportunities offered by Valentine's Day, 
Look magazine will sponsor a Valentine's 
Day promotion especially for jewelry out 
lets. It will be backed by a special edi 
torial feature in the Feb. 7 issue, empha 
sizing Valentine's Day gift-giving. 

The program will include kits for store 
wide promotion, which will include win 
dow displays, streamers, newspaper ad 
suggestions and mats, radio announcement 
copy and selling hints. Participating ad 
vertisers in Look will have special brand 
name display material and selling hints 
included in their Look kits 


"Yellow Page’ Dealer Listings 
Are Increasing, Says Keepsake 


The growing popularity of the Keepsake 
Diamond Ring “Yellow Page” trade list 
ing program gives indications of full 
dealer participation in the near future, 
according to an announcement from A, 
H. Pond Co., maker of Keepsake rings 

The firm's program provides for the 
listing of dealers’ store names, addresses 
and telephone numbers under the Keep 
sake headings in the classified section of 


their local telephone books 
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Toastmaster Establishes New 
Toast Information Service 


The creation of a toast information ser 
vice has been announced by the Toast 
master Products division of the McCraw 
kKlectric Co. The new service, calied the 
Toastmaster Toast Institute, will develop 
and disseminate information about toast 


Precise Watch Timer Called 
‘Highly-Accurate’ Instrument 


Since its recent introduction, the new 
Precise W ate h Timer has been almost 
unanimously received by the watchmak 
ing trade, according to an announcement 
from Burton M. Reid, In 


lil. distributor of the new Timer 


Springheld, 


The new watch timer, shown in the 
photo, is manufactured by the Precise 
Timer Co., West Branch, Michigan. One 
of its advantages is that the movement 
may be moved in any position or in any 





ind ator or 


pattern while observing the 


while listening to the movement 


impulses from the movement under test 
are heard through a speaker and are also 
impressed on a visual device. The timer, 
which is priced at $129.50, is described 
by F. H. Monson, president of the Timer 
firm, as a highly accurate electronic in 
strument employing a sensitive ampliher 


evetem. 


Community Patterns Offered 
In New ‘'Duo-Chest’ Package 


Oneida Ltd. Silversmiths is currently of 
lering a new type of silverware packaging, 
the “Duo-Chest,” which is designed to 
answer the storage problem facing many 
Hatware purchasers. 

The new Duo-Chest, available in all five 
Community patterns, comes with a sepa 
rate lift-out tray. The customer may pur 
chase only the tray portion, which holds 
the entire + pier e set, for $69.75: coat of 
the same pieces in the chest is $89.75 

The lift-out tray comes in three sections 
to fit all modern and traditional bureau 
drawers 

Duo-Chest comes in a choice of blond 
or mahogany wood finish; the tray and 
chest lining are anti-tarnish. Display and 
window banner are offered free with two 


or more sets 


Jacoby-Bender Offers New 
Stock Control Counter Cabinet 


Jacoby Bender is currently offering deal 
ers a new stock control counter cabinet 
which is durably constructed of selected 
grained wood and finished to harmonize 
with any store trim. The design empha 
sizes J-B's theme: “Enrich the Beauty of 
Your Watch With a Watch Band by J-B 

rhe counter unit, shown in the photo 
features 10 watch bands on a velvet pad 
protected by transparent plastic. In addi 


tion. 30 watch bands in three traye at the 





rear of the cabinet give the dealer a con 
venient inventory control The unit and 
trays are supplied free with the purchase 
of an assortment of 40 bande 

J.B is also offering dealers a tree mat 
service for Valentine's Day, Mother'« Day, 


Father's Day and (,raduation 


Brooklyn Dodgers Receive 
‘Paul Revere’ Coffee Sets 

4 “Paul Revere” coflee set. made by 
the Poole Silver (“.. 


recently presented to each member of the 


Taunton, Maes... was 


Brooklyn Dodgers baseball team, and to 
TV and radio announcers associated with 
them, in honor of their winning the 1955 
World Series 

The coffee sete, authent reproductions 
of a Colonial design, were paid for by 
lirooklyn baseball fans through a special! 
subscription fund 
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Duane Jewels Announces Pians 
For ‘Spring Symphony’ Line 


Duane Jewels (6.., Providence. has sent 
mailing pieces to the trade announcing its 
promotional plane for ite new Spring and 
Summer line, “Spring Symphony,” and the 
li-piece ensemble package it ie offering re 
lailers, 

Among the eales aide offered is a color 
ful 12-inch mirrored display, shown in the 
photo, which can be used as a window o1 
counter piece Dh leatures the 


“Hite s of 


display 


ensemble modeled by 


Spring 











Marie McDonald 


aleo running a schedule of supporting aids 


movie actress Duane j 


in leading consumer magazines 


Buffalo Jewelry Case Co. 
Moves Plant and Offices 
Buffalo 


been 


Jewelry Case Co., which hase 
located at 329 Broadway, Buffalo, 
N. ¥., since ite founding 60 years ago, 
announces the moving of its plant and of. 
hees to the Seneca Warehouse and Indus- 
trial Center in Buffalo 

“This move,” saye K. William Shields, 
president, “is made necessary by an in- 
crease in our business, caused by the addi 
tion of new lines.” 

The new location provides the jewelry 
box and display firm with almost 50 per 
cent more floor space. 


RCA Victor Announces Step-Up 
In First Quarter Ad Campaign 


A comprehensive first quarter advertis 
ing and sales campaign tor 
RCA Victor high fidelity instruments, tape 
radios and “Victrola” 
been announced by R. E-. 
Conley, manager of advertising and sales 
promotion, RCA Victor radio and Victrola 
division, 


promotion 
recorders, phono 
graphs has 


Thirty-two national con 
sumer magazines, including Life, Collier's, 


New Yorker and Seventeen, and in various 


ineertiions in 


trade magazines are scheduled for the first 
three months of 1956. In addition, the firm 
will advertise on three NBC-TV shows and 
four NBC number of 
dealer aids and two displays are also being 
offered to retailers. 


radio shows. A 
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Monarch Price Marking System 
Opens Factory in Mexico City 


Marking System Co.., 
Ohio, recently opened a modern subsidiary 


Monarch 


lactory in the central business district of 


Mexico (ity. Vexico. | he company name 


Marking 


there is Monarch 
Mexico, SA. de CLV. 


The plant was built to fill a growin 


y 
demand in Mexico for modern price-mark 
ing systems, according to Harold W. Shaw. 
vice president and director of both firms. 
\ll employees in the new plant are Mexi 
personnel have been trained in 
Mexico to 


can: key 
Dayton and have returned to 
teach others. 

Monarch was founded more than 65 
years ago by the late Fred Kohnle, who 
invented and dle veloped the i at me hani 
cal price ticket printing and attaching ma 
chine. 


Eigin Announces 25 Per Cent 
Trade-In Allowance on Watches 


For the first time in its 91-year history, 
Elgin will 
trade-in program as its late winter promo 


sponsor a nation-wide watch 


tion. The trade-in will run from Feb. 17 
through March 31. 
During the trade-in, 


higin consumers 





will be offered a 25 per cent allowance on 


the purchase of any new Elgin model. 

A 10-piece promotion kit, shown in the 
photo, will be offered to jewelers for $3.95 
It includes a display, banners and stream- 
ers. Consumer folders, radio and TV spots 
and newspaper mats will also be available 

The trade-in promotion was prompted 
by a recent ruling by the Bureau of In 
ternal Revenue which, according to A. L. 
Rowe, vice president in charge of market 
ing, “permits jewelers in a promotion of 
thie kind to sell new watches on a fixed 
trade-in basis without having to pay excise 
taxes on the allowed trade-in value.” 


John L. Leslie To Represent 
Dutch Manufacturer in U. S. 


John L. Leslie, manufacturers repre 
sentative, 225 Fifth Ave., New York, has 
been appointed U. S. representative of C. 
Kurz & (Co,., Tiel, Holland, manufacturer 
of fine pewter and other metal arts. 
been associated with de. 
Benedict Silver, Geo. F. 


Leslie has 


Montford Ltd.. 


Bassett and others for many years; he is 
well known in the silver, pewter and allied 


helds. 





1) ivion. 


Svsetem cde 





Chicago Printed String Expands 
Line of ‘Tie-Tie’ Wrappings 
2300 Logan 


announced an ex 


Chicago Printed String Ce 


sivd., Chicago, Iil.. has 





pansion in its line ot Tie | ‘ wilt wrap 
pings 
Featured in the new line ;} *'Tie- Tie 


laglio Satintone whict employs d 
series of raised printed designs on %4-inch 
and 14 inch rayon Satintone to provide a 
DD effect to the 


fers a variety of six 


ribbon Phe new line of 


laglio designs with 


raised printing in silver, gold, white and 
black. 
The 1956 Tie-Tie line, the largest and 


most inclusive in the firm's history. fea 


tures YO new paper designs in more than 
merchan 


120 colorings. Among the new 


put-ups are 59¢ continuous roll 


“Stick-on-Bows.” 


dised 
papers and packaged 


R. F. Simmons Offers Display 
Featuring Six ‘Sport Chains’ 
ae Attleboro, Mazss., 


is currently display 


Simmons (o 
offering retailers a 
featuring six “sport Chains” made from 


1/10-12K gold filled stock. 





shown in the photo, is pro 


The display 
vided free with the purchase of six chains 
The total retail price of the «ix chains is 


$37.75, FTI. 


Ernest Frank Will Represent 
Oxford Jewelry Co. In West 


Ernest Frank, 
tatives, 607 S. Hill St., Los Angeles, Cali 
fornia, has been appointed western states 
representative of the Oxtord 
of New York, manufacturer of rhinestone 


manutlacturers represen 


lewelry Co. 


jewelry. The firm will continue to repre 
sent Jewels by Bogoff Inc., Castlecliff In 


and Rebajes Crafts Ine. 
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Keepsake Signs For Third Year 
On NBC-TV's ‘Tonight’ Show 


\. H. Pond Co., 
oft “Keepsake” 


nounced that it will advertise. for the 


Syracuse, N. Y.. maker 
diamond rings, has an 


third consecutive vear, on the Steve Allen 
show. “Tonight on NBC-TY. 
Vilar n 2. the 


commercials will 


Beginning new Friday 


evening leature the 
K es psake “Yellow Page” te lephone book 
isting for dealers and its free bh tiquette 
Book for customers, The pulling power of 
the show was demonstrated last fall when 
Keepsake’s $3,000 contest drew more than 
60,000 customer replies 


Davidson Display Features 
Six Interlocking Bridal Sets 


As part of a special package deal it is 
Davidson & Sons 


is providing dealers with 


currently offering. 
lewelry Co.. Ine.., 
1 window display featuring six interlock 
ing diamond bridal ensembles The dis 
plav also highlights a diamond heart locket 
ind chain which is given free with the 
purchase of any bridal set 


he display, shown in the photo, is con 





tructed of velvet on wood with silk braid 
trim and plaster igurines lhe copy ts 
printed on transiucent parchment L hae 
di play is given tree with the purchase ot 
S1iX sels The firm also provides tres ring 


boxes color -tuflers ma ati ad mat 


Universal Announces Special 
Offer and Price Reductions 


Landers, Frary & Clark has announced 
a special “Baker Dozen” offer for its 
l niversal Irving pan providing distribu 
tors with a free frying pan with each 12 
they purchase 

The offer, which expires March 31, also 
includes the covers. The frying pan retails 
tor $19.95 and the cover tor $3 * Passed 
on to the dealer this offer will permit 
them to realize a 42 per cent profit,” says 
H. S. Perkins, sales manager of electri 
house wares 

[he firm has also announced a price 
reduction on six l niversal electric house 
distributor and dealer margins will 
Items affected by the 
Leader iron, 


wares 
remain the same 
reduction are: Lightweight 
Standard Leader iron, Steam Travel iron, 
Automat 


Steam %"N Drv iron. (hrome 


toaster and Automatic Copper toaster 
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Kushner & Pines Plans Expanded 
Advertising Campaign for 1956 
Kushner & Pines, In 


ring mountings, will expand its 1956 ad 


manufacturer of 


vertising program to include an intensive 
and unusual campaign on the “Duet Cus 
tom Set” line, according to an announce 
ment by J. Harold Kushner, president 
“We feel that the saturation of claims 
and counter-claims in todays advertising 
have created a condition where all such 
Kushner 


“It is our opinion that merchandise must 


statements are suspee t.” says 
stand on its own merit in our competitive 
industry and that an advertising theme that 
piques the readers interest and creates a 
desire to see the merchandise is as much 
as we can hope lo expect We trust that 
our new campaign . . will accomplish 


7? 
our advertising ame 


Osterweil Expands Line And 
Registers ‘Heart Line’ Ring 


Due to increased demand for emerald 
cut and marquise diamond rings under one 
carat. Jerome D. Osterweil. 2 Weat 46th 
St.. New York, creator of the 
introduced “Heart Line” 


recently 
diamond ring 
has expanded the line, according to an 
announcement trom the firm 

lo ensure the individuality of the new 
Heart Line ring, Osterweil has also regis 
tered the trade name. Easel-back photo 
graphs suitable for window and showcas¢ 
display may be obtained upon request to 


the firm 


New Toastmaster iron Features 
Advanced Temperature Control 


An automatic iron with new styling and 
advanced temperature control teatures has 
been introduced by ‘Toastmaster. It will 
retail at $12.95. 

The new iron, shown in the photo, has 
its center of gravity near the ironing sul 
lace which enables the iron to “hug” the 
fabric and makes it especially effective for 
usually diftheult “frilly” 
to W. bk. O'Brien, vice president of the 


firm. 


ironing according 


kven heat distribution is insured by a 
mica-wound element, one-eighth-inch from 
the ironing surface, which provides the 


same temperature in all sections. The 


» 





thermostat only one-sixteenth-inch from 
the ironing surface, maintains a conetant 
heat Phe ater! wole plate has a hard 


chrome finish to prevent scratching 





Amity's New Billfold Set 
Features Western Designs 
Amity, West Bend 


rently offering anew f- pack set of mens 


Wisconsin, is Cur 


leather billfoldse which features authenti 
Western designs 


Phe eet. shown in the phote has a dealer 





eost of $7.20: the billlolde retail at $1.98 
Durable steerhide is used in the billlolds 
ind each is prane ked in a we through” gilt 


box 


Gruen Watch Co. To Advertise 
On NBC-TV Show, ‘Tonight’ 


Beginning in April, the Gruen Watch 
Co. will advertise on the Steve Allen “lo 
night” show on NBC-TYV, according to an 
announcement from the firm 

With the addition of Allen, Gruen will 
have round-the-clock TV advertising on the 
NBC network: Dave Garroway and Arlene 
Francis are already advertising Gruen 
watches on NBC's “Today” and “Home 
hows 

(,ruen now has exclusive rights for 
watch advertising on the three shows 

“Morning, noon and night, Gruen will 
rV homes 


in the most profitable market areas from 


go into eight out of ten | ' 


industrial New England to Southern Cali 


fornia,” says Bruce Enderwood, vice presi 


dent in charge of advertising for Gruen 


Paper-Mate Campaign Features 
Black-and-White Color TV 


A new type of TV campaign -utilizing 
both color and black-and-white lrarnemic 
sion-—is currently being featured by th 
Paper-Mate Pen Co 

The firm is sponsoring 40 inter-collegiat 
basketball games on independent IV «ta 
tion WATY. channel 13 Moet of th top 
collegiate cage tilte in the New York-New 
lersey area will be teatured Pelecasting 
will be black-and-white 


Commerciale. both live and film, wil 
be in color Ihe new “Tu-Tone” line of 
Paper-Mate pens in college color-combina 
tions will be featured on the shows. Cop 
will make frequent mention of the 400 
diflerent color combinations available mm 
the Tu-Tone line so students can match 
their school colors Displays, carcards 
and window streamers will be available 
to dealers in the areas of the featured 


colleges 
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Eigin American To Feature 
New ‘Petite’ Model Lighter 


Elgin American, Elgin, Ul, will feature 
a new “Petite” lighter, with an overall 
size of only 2” by 1%” by %” and weigh- 
ing only 1'4 ounces, in ite Spring mer- 
chandising campaign, according to an an- 
nouncement from the firm. 

The new model is being shown in 
mother-of-pearl, turquoise and highly dec- 
orated golden and silver finish; retail 
price will range from $4.95 to $13.50. 
Also featured, for both men and women, 
will be a heart-shaped lighter, retailing 


from $10 to $13.50 


Aisenstein Announces New 
Collection of Medana Watches 


Louis Aisenstein & Bros., Inc., 16 East 
44h St., New York, has announced the 
introduction of a new collection of Medana 
watches for men and women, boys and 
girls 

The new line, retailing from $9.95, in- 
cludes wafer-thin watches, colored watches 
ladies’ watches, 
por ket 


in various sizes, dress 


novelty items, watches. bracelet 


watches and a group of water-resistant 
models 

“(Quite frankly, we have copied the most 
outstanding styles of the most expensive 
watches,” reports Stanley Moser, president 
of the Aisenstein firm 

All Medana watches are fully guaran 
teed and the line has been designed, 
packaged and merchandised for the jew 
eler. A selection of free merchandising ma 


terial is available upon request to the firm 


Fiex-Let's New Motion Display 
Features Eight Watch Bands 


Flex-Let Corp., 580 Fifth Ave., New 


York, is currently offering dealers a new 





motion display for featuring watch bands 

The display, shown in the photo, has a 
revolving cylinder, finished in velvet, set 
within simulated marble columns and 
white enameled framework, It operates on 
standard AC current. The display is avail- 
able with eight of Flex-Let's best selling 


bands. four ladies’ and four men’s 
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Hamilton's New ‘Cross Country’ 
Shows Time Throughout U. S. 


The Hamilton Watch Co. has introduced 
a new watch, the “Cross Country,” which 
is the first of a series of time zone watches 
which show the time in each of the four 
U. §. 
time, 

The Cross 


time zones, as well as Greenwich 


Country, shown in the 


photo, features a shock-resistant movement 





in a IOK gold filled case with stainless 
steel back. It retails at $69.50, FTI, with 
black suede strap, and at $75, FTI, with 
matching expansion bracelet. 

The watch was created for the modern 
American businessman who is concerned 
not only with local time, but with time 
diflerentials in this country and all over 
the world, says the firm. The watch has 
brightly-colored time zone markers on a 
rotating black background dial. A_ con 
ventional gold hour hand indicates the 
time in the wearer's home zone. 


Tiny Wire Basket Designed 
To Hold Minute Watch Parts 


John Ditchkus, 7410 Cloverlawn St... 
Hollydale, California, has introduced a new 
item for the watchmaking trade: a tiny 
wire mesh basket designed to hold minut 
watch parts. 

The basket, shown in the photo, can be 





basket to hoid 
jewel screws, inca, jewels, pallet lever and 
other small parts sometimes difficult to 
locate after cleaning. It is priced at $2 


placed inside a regular 





Harbee Products Offers New 
‘Allure’ Jewelry Cleanser 


Harbee Products Manufacturing Co., 82 
Bowery, New York 13, has introduced a 
new jewelry cleaning powder, “Allure,” 
which is said to require no rinsing or 
brushing. 

The new cleaning agent does not con- 
fain soap and thus eliminates the forma 
tion of film or scum, according to the firm. 
Allure is said to be safe for the hands 
or the finest fabrics 

Harbee is offering retailers two displays 
for the new product: a mounted display 
card which holds a dozen 25¢ packets and 
one $1 package, and a display box which 
holds a dozen of the $1 packages. The 
moisture proof 


powder is packaged in 


polyethylene bags. 


Leo Glass Promotion Features 
Rhinestone & Sterling Jewelry 


Leo Glass & Co., Ine 
ing retailers a package deal which includes 


is currently offes 


six 3-piece sets of rhinestone and sterling 
silver jewelry, a window display and six 
all-velvet presentation boxes 


The display, shown int the photo, can 





either be used alone or flanked by two 
DOKes for wider windows it is construct a 
of fibre hoard covered with velvet and 
rayon and a rose and fern trim, The pro 


motion is available through wholesalers 


General Electric Announces 
Substantial Price Reductions 


Substantial price reductions, ranging up 
to 30 per cent on many housewares prod 
ucts, have been announced by General 
Flectric. The firm's action will involve 
reductions of traditional gross margins for 
the manufacturer and distributor and re 
duced mark-ups for the dealer. 

Reductions will be on one vacuum 
cleaner model, the automatic steam and 


ry iron and the automatic toaster: other 


products affected are mixers, skillets, coflee 
kettles, 


The new prices 


makers, grills, speed automatic 
blankets and fan heaters. 
pertain to the latest models in every case 
and not to closeouts or discontinued mod 
els, 


According to W.H 


dent and general manager of the G.F 


Sahloff, vice-presi 


housewares and radio receiver division, 
the change is the result of considerable 
study and research of existing distribution 


methods. costs and profits. 
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Movado Executive Featured 
On Maggi McNellis TV Show 


Gerard Ditesheim of the Movado Watch 
Agency, Inc., was recently interviewed on 
the Maggi McNellis TV show on Dumont’s 
Channel 5 in New York City. 

Ditesheim, shown in the photo with Miss 
Mi Nellis, brought a collection of old and 
new watches with him: included were a 
200-year old watch, Movado’s first shock. 





She 


Be a 
i 


resistant model, used in World War | and 
a variety of contemporary watches, Dite 
sheim'’s family has owned the Movado 
Watch factories since 1871, and the inter 
view featured a discussion of the watch 
industry in general and Movado in par 


ticular. 


Werbach's Admiration Jeweiry 
Opens Showroom in New York 
Werbach’s Admiration Jewelry Co., 243 
Canal St... New York 
jewelry, has announced the opening of a 
showroom at 2 West 47th St.. New York. 
Werbach’s specializes in selling directly 


maker of costume 


to jewelry stores, gift and sper ialty shops; 
with the new “uptown” showroom, the firm 
will also sell to department stores and 
resident ofhees. Werbach’s will maintain 
its present quarters on Canal Street as its 


base of operations, 


Gemex Corp. To Advertise On 
Steve Allen's ‘Tonight’ Show 


The Gemex Corp. has announced the 
signing of a contract with NBC for a 
participating sponsorship of Steve Allen's 
TV show, “Tonight.” 

The announcement followed by a few 
weeks a Gemex statement outlining a new 
intensihed advertising, merchandising and 
promotion campaign for 1956. 

In addition to featuring the Gemex line 
Allen will also stress the firm's display 
and sales aids, including the “merchan 
diser,” a Spring butterfly display, an “ad 
justable watch band” display and a port 
able counter cabinet Additional tie-ins 
will be provided by a TV merchandising 
kit prepared by Gemex and NBC which 
includes counter cards and streamers fea 
turing Steve Allen and the Gemex imprint 

“Because of Steve Allen's proven ability 
as an outstanding TV salesman, we are 
confident he will sell a high percentage 
of his audience on Gemex watchbands,” 
says William A. Swartman, vice-president 
in charge of marketing for Gemex 
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Eigin Introduces New Tool 
For Closing Snap-Back Cases 


A newly-developed case closing tool 
which prevents broken crystals and twisted 
lugs is now being offered by Elgin for use 
on snap-back water-resistant cases. 

The new case closer, made of high im 
pact styrene plastic, will be offered to the 
trade for $2.20 through Elgin’s trade ma 
terials department, 

The tool is constructed so that watches 
rest on the bezel, not on the crystal or lugs, 
when the case ts being snapped shut. Slots 
keep watches from slipping out of posi 
tion. In addition to preventing breakage, 
the new tool is said to insure a more 
pertect fit of the case since pressure is 


applied only at proper points 


Oneida Ltd. Approves Plans 
To Increase Shipping Space 


Oneida Ltd. Silversmiths has approved 
plans to increase the floor space of its 
shipping rooms, according to an announce 
ment by Pierrepont T. Noyes, vice presi 
dent and general manager. 

The new shipping room facilities, which 
will cost approximately $400,000, wiil in 
clude a one-story building with 16,600 
square feet and a two-story building with 
24,500 square feet. 

The additions have become necessary as 
the tableware industry expanded to in 
clude more lines and patterns than were 
visualized when facilities were 
built 


present 


Paper-Mate Display Features 
"Tu-Tone’ and ‘Capri’ Pens 


Paper-Mate Pen has introduced a new 
combined counter display, designed to at 
tract impulse sales, which features both 
its “Tu-Tone” and “Capri” pens, and a 


number of rehills. 


The display, shown in the photo, holds 
18 Tu-Tones, retailing at $1.69; 6 Capris, 
retailing at $2.95 and 12 refills 


Dealer> 





who use the new display (TCR-36) will 
receive free one Tu-Tone, one Capri and 


one refill a total value of $5 19 


Robeson To Begin Shipping 
‘Kitchen-Aider’ Cutlery Sets 


The Robeson Cutlery Co. Perry, New 
York, has announced that it will soon start 
shipping its new “Kitchen-Aider’” set, 
scheduled for promotion during the first 
quarter of 1956. The set will retail for a 
limited time at $9.95, as compared to the 
reguiar price of $15 

The new Kitchen-Aider set, 
the photo, includes a 3-in. clip-joint paring 
knife, sandwich spreader, 6-in, utility knife, 
7-in. slicer and 9%-in. narrow French Cook 
knife. The walnut-trimmed wood holder 


shown inl 





ean be placed on a wall or in a drawer 
All ot the pieces have Shur Wood handles 
which are said to be impervious to heat 


and acid 


Frank Smith Announces Change 
in Sterling Flatware Price 


Frank Smith Silver Co.. Gardner, Maas.. 
maker of “Smith Sterling,” has announced 
a price change in its sterling flatware. The 
change, an average 6 per cent increase, 
is the first for the firm since January, 
1951. It was made necessary by “climbing 
costs of silver, supplies and operations,” 


according to the firm 


Toastmaster Reduces Price 
Of Largest Selling Toaster 


Toastmaster has announced a price re 
duction in its largest selling toaster, mode! 
1B14, which formerly had a minimum re 
tail price of $19.95. It will ‘now sell for 
$17.95 

Prices to distributors and retailers have 
been reduced and the firm will make full 
price adjustment on stock ordered since 
Dec. 1, 1955. No other model in the Toast 
master line ia affected by the reduction. 

“Quick, positive action was needed to 
counteract concern among the trade when 
another appliance manufacturer recently 
reduced prices on its entire line,” ex 
plained W. FE 


the Toastmaster products division 


O'Hrien. vice president of 
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News of Personnel 












led Kreuter, sales 
Holzer Watch Co., has announced the ap 
pointment of Howard Orr as sales rep 


reeentative for the 


manager for the 


southeastern states, 
(Orr, formerly associated with the Hamilton 
W at h (4.. 


for more than 14 years 


hase been in the watch industry 





HOWARD ORR 


Moire eu 


TERRY BORN 


Maury Ash, vice president in charge of 
marketing, The Gruen Watch Co., has an 
nounced the appointment of Terry Born 
as southeastern sales manager, 

orn, who will make his headquarters 
in Memphis, Tenn., was previously associ 
ated with the Parker Pen Co. and the 
Bulova Watch Co. He has been contacting 
jewelers in the southern states for the 


past if yeare 


\. L. Rowe, vice president in charge of 
marketing of the Wadeworth-Hadley di 
vision of Elgin National Watch Co.. an. 
nounces the appointment of William C. 
(,0ers as design coordinator 


Coers, who has been associated with 


Kigin for the past sik vyeare, will be re 
sponsible for the design of all Wadeworth 
Hadle y produc ta 


WILLIAM GOERS 


» ey 





Sydney Berman, president of Chester 
field Jewelers, Inc., manufacturer of 14K 
gold jewelry, announces the appointment 
of Sherman Schachter as bLastern re 
gional sales representative. Schachter will 
covel metropolitan New York and Greater 
Hoston with Chesterheld'’s lime of men’s 
and ladies’ jewelry and its exclusive Jean 
Sybé watches, For the past two years, he 
was associated with De Cor Jewelry Co. 
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(,uild 

Providence, manufacturer 
giftwares, 
smokers’ articles, announces the appoint 
ment of two new executives: George J. 
Craig as sales director and Ezra Kassin 
as held manager. Both men were formerly 
sales representatives for the firm. 


Kred DeCesaris, president of 
Products, I me 


of novelty housewares and 


Samuel Gorman, sales manager of David 
Sarkin, Inc., announces the appointment 
of Bernard Markman as West 
sales representative. Markman has been 


( oast 


California, Oregon and 


Washington territory for the past 10 years. 


travelling the 





BERNARD MARKMAN LEONARD GREENHUT 


wid Sarkin David Sarkis 


The Sarkin firm has also announced a 
shift in the territories of three sales rep- 
resentatives: Leonard Greenhut will now 
cover all of Ohio as well as Indiana and 
Michigan; Myron Ravdin will cover 
Massachusetts and Connecticut instead of 
his former Ohio territory; Milton Schul- 
man will represent the firm in Texas, 
Arkansas, Oklahoma and Louisiana. 





MILTON SCHULMAN 


MYRON RAVDIN 


arkis David Sorkir 


Ernest Frank, manufacturers repre 
sentatives, 607 S. Hill St., Los Angeles. 
California, announces the appointment of 
G. M. Aldrich as resident salesman for 
the Rocky Mountain States. Aldrich will 
represent the firm for Rebajes Crafts Inc., 
maker of copper jewelry and belts. 


F. H. Noble & Co., 559 West 59th St.. 
Chicago, manufacturer of display gift 
packaging, announces a revamping of its 


eastern division sales organization 
Dewey J. Conover, formerly of Chi 
cago, is serving as New York office man 
ager and sales representative. 
Ed Franzblau, 


York, is serving as sales representative 


well-known in New 


there. 

Arnold Hartman, former president of 
Atlantic 
(Coast sales manager in charge of Custom 


the Hartman Box Co., is now 


Line packaging. 

Fred Dillingham, long associated with 
choice packaging, is now in Attleboro, 
Mass. 

Dwight Thomas is serving as sales 
representative for the New England States, 
with headquarters in Providence. 

John A. Mangin is serving as New 
York and repre- 
eentative, 


southeastern territory 


Baumgold Bros., 580 Fifth Ave., New 
Y ork, 
Joseph Lipschutz as sales representative 
in the mid-west and southwest territories 


announces the appointment of 


Lipschutz, who has been contacting re- 
tailers throughout the country for more 
than 20 years, will make his headquarters 
in the firm's New York ofhce 


Fred Barel of Bridal Ring Co., New 
York, manufacturer of hand-carved 14K 
gold wedding rings, has announced the ap 
pointment of Joe D. Smith as mid-west 


sales representative. 


Joseph Sculler & Co., wholesale jewelers, 
43 North High St., Columbus, Ohio, an 
nounces the appointment of Walter Stern 
as sales representative for Ohio and In 


Gerald Rosenberger, president of Coro 
Inc.. manufacturer of costume jewelry. 
announces a reassignment of sales terri 
tories in the Far West: 

Arnold Knurr, 
sentative operating out of the Los Angeles 


former sales repre 
office, will now cover Arizona, New Mexico 
and El Paseo, Texas 

Dick Brown, who worked out of the 
New York office as sales representative, 
will now cover Colorado, Utah and 
southern Wyoming 

Bud Brown, of the San Francisco of.- 
fice, will now cover northern Wvoming, 
Idaho, Oregon and 
eastern Washington. 

Hal Schulman wil! 
Washington and western Oregon 

Roy Marcher, | of the San Fran 
cisco office, will now cover San Francisco 


Montana, eastern 


cover western 


county and several accounts in Oakland 

Norman Goldbach will cover various 
cities in northern California, working out 
of the San Francisco ofhce 
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Special Notices 


“Situation Wanted’'—Regular type only, 62.00 
fret 25 words; additional words, 10 counts per 
werd. Heavy type $7.00; additieasal words 25 
eemts per werd. 

“Help Wanted"—*‘Lines Wanted” and “Side 
Lines" —regular type $4.00 firm 25 words. Ad. 
ditional words 15 cents per word. Heavy type 
$7.00 Gret 25 words; additional words 25 cents 
per werd. 

All other headinge—regular type $8.00 first 
25 words; edditional words 25 cents per word 


Heavy type $12.00 first 25 words; additional 
werds 30 cents per werd. 
Name, «address, initials, and abbreviations 


count as words, and are charged fer as part of 
the advertisement. If anewers are te be foer- 
warded, 20 cents extra te cover postage must 
be enclosedl. Remittance with order 

Net subject to agency commission. 

Advertising matter addressed to classified ad. 
vertisers will net be delivered. 

Special notice forms clese 10th of the pre 
ceeding month. 

Te aveid annecessary correspondence men- 
tien your leeation in the advertisement. 

All anewers will be directed care Jewelers’ 
Cirenlar-Keystone, unless otherwise instructed 
in anewering ads, da not enclose 
letters of recommendatians 


original 


Jewelers’ Circular-Keystone 


Chestnut & S6th Sts., Philadelphia 39 








Situations Wanted 


A-l jeweler on new worl gold, platinur 
expert repairman diarnond ina Beton 
settel! charge store preferred Address: 


l., 1755," care J C-k 


DIAMOND expert all around experienc 


would like to make connection with 
good concern aa buyer or lrriilas Ad 
dres: DD i751. care J C-K 


Hk 


MAIL IT TO: 


Gentiemen: 


notices’ above.} 


Signed 


NAME 
STREET 


CITY 


<JUUUERUOUOEEUGERGERUGROGEEUUUOUEUUUEOUEROEOUQEUUEEOUEUEERGUUOUEUGEOUEEUUEEQURUORUUUUCUREEEOOEEUERUERUEEOEEOEOU ER 
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DLtAMOND expert all around experien 


would like to make connectior wit 
good concern as buyer or similar Ad 
dres lL) 1o6Ss care ("~K 

WATCHMAKER, experienced and relia 
Pyle meacnan i ce} teady on if ifie 
retaii tore in midweat Addres i 
| ire , 4 } 

PPOW eI : | if serf te rmiiine 
leriit : der and lon fire ' 
pair ee tead reta tor j 
tio \ddr care J («hk 

RiCCREN' ' uA tf watchmaking rhe 
lookKit i in Boston of icinity 
ti > ’ | ; ‘ ‘,naTt fit j +] ’ ! 
. GD J . hi} ton i4 

ALL, a ind jewelel nnew rep worl 
des igi diamond and stone tter r 
hire change for better? pportunitte 
\ddres I _" ire J C.] 

VANAGICN salesman, thirty year exper! 
Tice exzweciuiliive ability ‘ Kceptional 
miesman, familia ill phases of jewelry 
busine desir leep south affiliatio: 
Adare \ a care J (CK 

MANAGIEICR, 25 years’ experience in credit 


ieweilry 


iti aif 
and pe 
} a 


AGGRE 
iowineg 
conangn: 
Lone 


} «*.k 


Jewelers’ Circular-Keystone 


Chestnut and 56th Sts., Phila. 39, Pa. 


Please insert the following want ad in JC-K. (For rates see 


Enclosed is a check or money order 


HERE iS MY WANT-AD 


(please eriat plainty 


© CLASSIFIED ADVERTISING, CASH IN ADVANCE 
VUNDUDAOOOOROOSOOUDOUOOROOONAUOEOOONOOUEOOOOSOOONDODAOOOEOOO ROA OOUOOONOOENOO SANA ONONOONNO DANO O OOOO ONOOSS 


Husiness thorough know ledge 


collections, promotions, display 


*reo4rre! uUperyv ision Addreas oe 
cure . kK 
5SiVic salesman with retail fo 
in Watches and jewelry, desire: 
metropolitan New York ana 
isiand Address o.. 704 car 


: POPECEUUUOTERUOUTOEEETOEEEEUOUTEEEAUOTEEEOUEEEOEUUTEEEU AE TEREAUTEEOUAEEEEO A EESE TAREE EAE 


JO-K CLASSIFIED ADS PRODUCE RESULTS 
Want-Ad Order 


special 


CHECK ENCLOSED 


STATE 


a 
| 





YOUNG Worrall OOK Keepel thorough |, 
eiperi« need im handiing a cetati fest 
manufacturing or Wholesale jeweiry 
firn ber set referer \ddreas i 
Liat care i ¢*ak 

WATCHMAKER who ad fine work seeks 
promition reequiring ' York manship 
New Yor! tate New hMampeanit 
Vermont er en <1 ry 
Achar | . + by 

WAT hriMAKTIel ; i A . 
‘ ‘ }) ’ ‘ ; 4 

et al en - ’ 
reference thee : rin Aa 
ine a7 ; 4 

LPT AMOINT? tial ! : j Kpet need 
lime ifitea aria ‘ ‘ i} present 
employed by am nationativ ki wt ri 
rieplime if} New ," } : fore 
\ddress i4 care J (’-K 

LN @anet ft uf dian i 1 
watcl lmportel mature yoma ex 
perienced tf it] phae orodu r 
highest references Ada | 4 " 
J (RK 

JEWELE! eal experience on 
pimtinur ; it cul ‘| ier iyt pecia 
ordet! ind’ repairing ‘ rhe peomitior 
anywhere 32 per hour Tile ‘ is 
care J t'«hk 

YOUNG man with jewelry know how 
yeu;ri ‘ive ified fk perieiis pre re 
mies record can do repat knows 
diamona pretet ~. . Yorkw (¢*} A 71 
dres a4 care J (+k 

STcn'h tt clert ; yeu expe 
eric ; wateh (‘ii me “we iartiinis lal 
Krow lecdme asf metal typing free ti 
politan irena hronms Adare (a0 
cure } ¢ hy 

WATCITIMAKER life tif aperiot e 
prefer job in Mins Ala r Fila 4” 
Yea©rs cf ive niary ina ryirtil bent 
W rite Watchmakel | fhuret ! 
W ine rin Vii 

YOUNG Wotati eaAperiet ead in veteta 
office work especial order departime 
billing typing clerical merchandising 
im coeseturre and precitouw gold jewelrs 
Addres iZ" cure } ¢ ' 

yor ‘>; man int selling cperience, get 
eral repairing, ring s#ifing, desires pr 
tien merlilrisg ma opportunity of doing 
repairing nin? eo TV RLeM hee ria ; 
; hia Mw fiele ow York 

Nichil?) @ ee pe tte? Pest enre managkit 
credit jewelry operath imnited where 
i ar experienced # phic fire 
reTeretics« ' yen ' } married Ac 
dre if lif car be. 
bit VTi, ¢ intermat executive type 

et j it ex perict ‘ seiiivow’ Tithe 
puaTI Ciamona | ‘ jade ’ si 
ef nent ‘7 ; beled le in Ac] 
' ' " I 
AL,MAMA rin t Fieve k ea perivi ‘ 
f ,eceel ire lent lé tariiar ‘] ithe 
tf retiaiiet ‘it Coteteet i beep yt? 
e1ia irawine tf Kper 
ire \ ; if ; 

BOOKKEEPER expert credit ph love 
tions. thorough knowledge of product ’ 
and costs extremely capatie, outstanda 
ing record Adaresa L672 care 
JI © 

‘f nrinued paue ; 











(Continued from page 197) 
SITUATIONS WANTED—\ Continued 


EXECUTIVE retail credit jewelry de- 
sires position with chain or progres- 
sive individual seeking top manage- 
ment, 18 years’ experience, excel- 
lent references; will relocate. Ad- 
dress, “F.. 1758," care J CK. 


WATCHMAKER experienced accurate 


capabie of managing repair depart 
ment, of the beet of cliente! tore, also 
trade shop experienc: excellent refer 
ence: eniary or commission Address 


‘j 1710 care J CK 


REVUTABLE nationally acquainted rep 
resentative, middie age seeke hette 
compact diamond line mounted, semi 
mounted : enviable merchandising knowl 
edge. liberal draw Address ‘'S 1726, 
care J CK 


HOOKKEEPER, full charge through gen 
erai ledger, typiet, light stenography 
16 years with ring manufacturer: com 
petent, conacientious, responsible ex 
cellent references, Address & 1741," 
care J CK 


BROOKKEEPER office manager many 
years experience all phases loose dia 
monds and manufacturing jewelers con 
acientious personabie fine referencer 
New York Clty Address “A Lek Be 
care J CK 


JEWELER, 26, single, eight years’ ex- 
perience on special orders and repairs: 
six years Murope, light stone setting 
seeks steady job in pleasant place, any 
state. Write Jeweler, 303 Metiee Street, 
Winnepeg, |o/Man., Canada 


= 


ANAGER 16 years’ exerience for 
watch and clock importer or whole 
sale jeweler; supervise watch produc 
tion; office staff; purchasing. credits: 
sales eorrespondence sample lines 
Address oe 1656," care J (-K 


YOUNG man, thorough production 
control background, diamond 
mountings; capable personnel su- 
pervisor, purchasing; personable, 
aggressive, desires promising oppor- 
tunity, production or buying. Ad- 


dress “H., 1746,” eare J C-K. 


WATCHMAKER, 25 years 
with leading jewelers 
of department 
reliable desires 
iret Claes estore 


experience 
usuAllY in charwe 
competent, dependable 
permanent position 
excellent references 


south pre ferred Addr ms hs 1842 
rare J (* by 

JEWELERY saleeman high calibre 20 
years experience in lewelry Meld 


watehes and watch cases, mountings and 
diamond rings: cover New England of 
Mid-West territory excellent refer 
ences Morley Agency YS NASBA OST 
New York City 


= 
<< 


ATCHMAKER wants permanent posi 
thon with highest type jewelry atore 
6 years experience, Eigin graduate 
12 years in present position as front 
man and salesman excellent mechanic 
fineet reference: Lddrenrs a. eee 
eare J CK 


MANAGEK, 9 years with one organiga- 
tion, imat © years a# Manager, presently 
employed : doing over $700,000 yearly : 
understands all phases of credit jewel- 
ry and chain estore operation: available 
in March: will locate anywhere Ad- 
dress “F., 1707," care J C-K 
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LOB ANGELES: incomparable retail ex- 
erience, saies building record with top 
ew York and California independent, 

chain, major department stores; buy- 
ing, promotion, managerial: diamonds, 
watches, jewelry. Charles Hynes, Tele 
phone Dunkirk 7-0065, Apartment 311 


MANAGER, 25 years’ thorough experi 
ence all phases credit jewelry business. 
top filght salesman, buying, merchan- 
dising, window trimming, etc.: can as 
sume full responsibility ; Southern Cali- 
fornia preferred, presently employed 
Address "M., 1750," care J (-K 


JOSEPH Hunt desires employment 5 days 
week at $60.00; mature, reputable, con- 
sclentious, personable and flexible. will 
ing to drive a car, help at keeping books 
and sell diamonds: willing to locate or 
travel Address Joseph Hunt, 136," 
care JI CK 


CERTIFIED gemologist, registered jewel- 
er American gem society : age 34; thor 
ough knowledge of diamonds, colored 
stones, silver and fine lines of jewelry. 
buying, grading, gem testing, identifica- 
tion and appraisals: will locate any- 
where. Address “H., 1733," care J C-K 


WEST Coast representative, well known 
now traveling; many fine contacts with 
the best retail trade, few jobbers, too: 
desirous of supplementing my present 
line with aggressive line of bridal 


mounting seta, wedding rings or 
watches Address a 174%,"" care 
J CK 


GENERAL manager, presently employed 
12 store chain dynamic sales producer ; 
complete charge merchandising, per 
sonnel, advertising; originated and de- 
veloped sales and promotion training 
program that has successfully over- 
come threat of discount houses in one 
of America’s hardest hit areas Ad 
dress 133." care J C.- 


(“4EMS and jewelry expert from Idar, 
Oberstein, Germany, with 30 years’ ex- 
perience in the precious and semi- 
precious diamond trade wants a posi- 
tion as a buyer: has the best references 
from German jewelry firms; at the 
present time in Montreal, Canada; pass 
port can be issued right away Aad 
dress “B., 1702," care J C-K 


WATCHMAKER wants permanent pos! 
tion with highest type cash jewelry 
store; iong years of unusual experi 
ence; capable, especially on Patek Phil 
lippe, La Coultre and all other finer 
grades, excellent references customer 
contacta not desired : salary $125 weekly 
mintmum Address “E., 2889," care 
J CK 


PRODUCTION manager plant supe! 
visor ladies diamond sets and fancies; 
10 years with prime manufacturer 
diversified experience every phase of 
personnel and production, all types of 
rings cast and die atruck, engraved, 
chased and faceted : prefer eastern loca 
tion, but will relocate if offer is good 
Address 140," care J C-K 


BUYER, manager early thirties, desires 
A-l connection with firm of reputation ; 
presently employ ed as complete head 
n chain operation, have thorough 
knowledge of merchandising ea les, 
credits, display, advertising, promotion 
and sales supervision ; will consider de- 
partment atore or chain operation: pre- 
fer enatern seaboard Address ‘“} , 
1766," care J C-K 





MANAGER, salesman thorough know!- 
edge of credit store operation, with an 
exceptional flare for window display 
aggressive and promotional minded; 306 
years of age, married with two children . 
due to younger child's health, doctors 
recommend change in climate: desire 
to relocate in Datias area with well 
established firm Address “S 1708,” 
eare J C.- 


JEWELERY salesman, married, 5 yeare 
retail credit experience, seeking ost 
tion with growing firm in New ork 
State or New England presently in 
full charge of unit exceeding 100,000 
yearly; excellent opportunity for owner 
desirous of turning responsibility over 
to young ambitious man; can furnish 
excellent character references reply 
giving full particulars to Address “T., 
1711," care J C-K 


’ 


PXECUTIVE assistant to diamond ring 
manufacturer or wholesaler many 
years’ experience diamonds, manufac- 
turing, salesmen’s sample lines, dis 
tribution, merchandising, advertising 
personnel, customer relations able to 
handle large volume of detail: seek con 
nection with organization capable of 
using man with executive ability, solid 
background and wide experience, high 
est references will relocate Address 
"141," care J (-K 





HIGH 5 figures? that is what it will 
take to get a top man; briefly: 
credit jewelry buyer, supervisor and 
merchandiser, now operating a 12 
store group; married; 40 years old, 
17 years’ experience in credit oper- 
ations; thoroughly capable of as- 
suming responsibility for advertis- 
ing and promotional activities and 
with a proven profit record, too; 
available in 60-90 days as present 
chain is in process of changing own- 
ership; will furnish top references 
that you know . will meet with 
interested parties anywhere; if in- 
teresting to you, please write. Ad- 


dress “E., 1735,”" care J C-K. 


_sumemeeanactenmrmanenait co umn 
Lines Wanted 


SALESMAN, Southern States: now calling 
on fine jewelers, gift shops and depart 


ment stores. wants to add an estah 
lished line Address "132," care J C-K 


MANUFACTURER'S representative de 
sires established line: jobber following 
Philadeiphia, Baltimore Washington, 
1) > residence im territory Address 
“———. Bene eare J C-K 


SALESMAN, with good following among 
active jewelers through New York, New 
Jerse y and eastern territory is open for 
reputable line of watches or fine jewe! 
ry. Address “139,” care J C-h 


LIVE wire esalesman volume business 
middie age desires diamond tine for 
eatablished territory in Atlantic coast 
etates and other states highest refer 
ences Address “L 1753 eare J C-K 


REPRESENTATIVE better following, 
travel New York, Connecticut, wants 
manufacturers, importers outstanding 
line jewelry novelties, costume, summer 
jewelry ; intensive, active coverage. Ad- 
dress “G., 78.” care J C-K 


THe JeweLers’ CIRCULAR-KEYSTONE 




















[XPERIENCED, conscientious salesman 
with good following and first-class ref- 
erences, covering Greater Philadelphia- 
Camden area, open for additional fast 
moving top line selling direct to re- 
tallers; commission basis. Address “H., 
1737," care J C-K 


OUTSTANDING manufacturers’ 
resentative with finest following 
amongst wholesalers and retail 
chain operations through entire 
middle West and South, is secking 
top flight line for volume business; 
please state full particulars, Ad- 
dress Circular #323, Room 1420 
Heyworth Bldg., Chicago 2, Hlinois. 


rep- 


MIDWESTERN saleaman, high 
now covering retail jewelers in Indiana 
and Illinois, outside of Chicago, for our 
line, has time for additional non-cor 
flicting better line to go to same trade 
please address replies to 8S. WD. Pelz 
Vice President, Frank M. Whiting Com 
pany, Meriden, Conn., who will forward 
acceptable offers to this salesman 


Caliber, 


WANT top lines: formally 6 years with 
Paramount Wedding Ring Com.- 
pany; familiar with quantity users 
on Pacific Coast; 39 years old, 4 
children; know diamonds, wedding 
rings, stone rings, watches; will 
cover Pacific coast; can furnish ex- 
cellent references. Erwin Gold, 
1816 San Yeidro Dr., Beverly Hills, 
Calif. 


FINE line wanted by 


man of many 


years’ experience in fine jewelry 
field; territory entire South and 
Southwest with which am _thor- 


oughly familiar; excellent clientele 
in all of better stores; prefer one 
line from which volume can be 
produced. John R. (Jack) Hewett, 
Apt. #E11 Yacht Basin Apartments, 
Clearwater Beach, Florida. Tele- 
phone 35-3281. Formerly with 
larter & Sons, Newark, N. J. 


Side Lines 





R 


SAILESMELN wanted vering (jreater 
Ne W y oT K. Ne “A 7 l ry. Flor ida VW . 
tablished territory Adare 


(*oust, all « 


1742 eure } ("Kk 


(7.4) 


SALESMEN wanted for excellent selling, 


distinctive, non-competitive liver and 
gold plated line of costume jewelry for 
the better shops COMMission HDAaAsSsisa \d 


dress “I.. 1739 care J (-K 


SALESMAN experienced to represent 


ladies’ gold & platinum watch cases 
to sell to jobbers tn middle wert A 
travel through the middle western ter 
ritory Address “144 care J Ch 


SALESMAN wanted to carry fine line 
of 14K diamond and pear! earrings, 
ecarf pins, shrine pins, ete., in 
Chicago and midwest states; com- 
mission basis. Address, “*A., 1693,” 
care J C-K. 


FOR FEBRUARY, 1956 


EXPERIENCED 


FIRST 


saleamen for compact 
outstanding gold wedding ring line: we 


have national following from annual 
country wide catalogue distribution ; 
many territories open Address “K., 


1708," care J C-K 


class iadies’ gold mounting ring 
available for midwest wholesalers: 
third non-conflicting line 
permissible: drawing against commis 
sion if qualified. Address “W., 14676," 


care J C-K. 


line 
second and 


SALESMAN, with retail jewelry and 


department store following, to carry 
a compact (10 half tray) line of 
stone rings, zircon rings and wed- 
ding rings; fine opportunity with 
future: commission and bonus. Ad- 


dress “R., 1723,” care J C-K. 


SIDE line saleeaman wanted for most ex- 


4 


clusive costume jewelry made with 
venetian beads on gold filled links, un 
usual, therefore easy to sell libera! 
commission Address Circular 232", 


Room 1420, Heyworth Bide. Chicago 2, 
Ii} 
‘ALESMAN wanted to carry a senea 


tional new and fast selling line of men's 
sterling silver jewelry to jobbers and 
wholesalers for established manufa« 
turer most territories open liberal 
commission basis: give full particulars 


in firet letter \ddrese “I 1764." care 
J C-K 
SALESMAN experienced with following 


and chain 
shops to represent 
importer with exclusive popular-priced 
lines of costume jewelry: several terri 
tories open: no objection to non-con 
flicting line: state full particulars. Ad 
dress “F’., 1763 care J C-K 


department 
and gift 


amone® garore s. 


jewelers 


SAI.LES territories are being allocated for 
the representation of Kiam electric 
sha’ Hiam ia the revolutionary (wo 
in-one shaver. manufactured in Switzer 
land and warehoused in Omaha 
please reply to Hi Shaughnessy 
division Zaae venworth 
‘omaha, Neb 


ere 
Neh 


{; 
Len 


WONDERFUL opportunity for man 
covering retail jewelers and depart- 
ment stores with non-conflicting 
line; will represent a well estab- 
lished manufacturer of fine quality 
(priced to sell) ladies’ and gents’ 
stone rings, cultured pearl rings, 
zircon rings and wedding rings; 
liberal commission plus bonus; 
state experience, territory covered 
and line now carried. Address “R.., 
1722.” care J C-K. 


A REAL moneymaker! Be a manufac- 
turers representative with the two 
hottest easiest selling, established, 
nationally advertised, promotional 
watchband and stitchless billfold 
lines in the U.S.A.; all territories 
now open except Florida, Georgia, 
Alabama, Carolinas, Eastern Tenn., 
Virginia, Louisiana, Arkansas, Ok- 
lahoma and cast Texas; if you can't 
sell these lines, then you don’t be- 
long on the road! Write Edmar Co., 
930 Seybold Bidg.. Miami, Fila. 
PHS1; arrangements full time or 
sideline. 





JEWELRY salesmen, retail following, sel! 
Vari-iem, one of the hottest ideas in 
jewelry store merchandise it ta the 
only gold stone ring line where the re 
taller himaelf can interchange and se- 
curely reset a variety of birthstones 
and onyx stones in a Vari-clem ring in 
60 seconds; compact side line, excellent 
commission territories open Texas, 
Okiahoma, Louisiana, Minnesota, Wis 
consin, Michigan, Northern & Fasetern 
Ohio, Penna. (excluding Metropolitan 
Philadeiphia) and New England area: 
protected territories; supply references 
and experience: confidential David 
Pfeffer (“o., Inec., 106 Fulton St... New 
York, N. ¥ 


en 
Help Wanted 


== — = eee > Sas 


lLDenver 
Address 


MANACUGER 
rea, muat 
“W 1688," 


for jewelry store 
have experience 
care J C-K 


WANTED: A-!l 
and set stones 
(*.K 


jeweler, who can repair 
Address “V., 1461," care 


JMUWELER for trade shop in Virginia, no 
special order work or setting ts re- 
quired. Address “A. 1725," care J C-K 


WANTED. two A-«!l 
centage basia only 
care a & kK 


watchmakers 
Address ‘“T., 


per 
1460," 


DO you know cultured pearis’ What can 
you offer large direct importer, strong 
backing, newiy organized in New York’ 
Address “Z., 1745." care JI C-K 


‘LERK to take care of stock and orders 
some experience in pearis and precious 


-_ 


stones. Nathan Gem & Pearl Co, Ine. 
550 Fifth Ave... New York, N 

WATCHMAKER, good salary beat of 
working conditions in a well equipped 
shop. Address '’'". ©. Hox 627, Saranac 
Lake, New York 

ASSISTANT manager salesman for credit 
jewelry store in southeastern Ohlo 
write giving age and experience, con- 
fidential Address » * 1719 care 
J CK 

CULTURED Pearls large importer seeks 


for New York area and 
jewelry and department 


representatives 
out-of-town for 


stores. syndicates, mail order, ets Ad 
dress “Z. 1744." care J CK 

WATCHMAKER, permanent position sai 
ary or commission state age, experi 
ence, et in firet letter. Keply Albert 
Hi Kull & Bon, ainee 1910, Z05 bileh 
Street. (‘olumbu (ohio 

WANTELD a jewelry salesman who 
travels Virginia to Florida, by an @ 


tablished manufacturer of eterling alive 


jewelry and novelties, for retail jeweiry 
trade Address “1, 169% care J CK 
MANUFACTURE of a very fine iine in 
gold and platinum jewelry ia interested 
in @& partner doing a wonderful busi 
neste now write how much you can in 
vest. Address “BR. i71t' care J CK 


SALESMAN for established Southwest. 


ern territory; represent exclusively 


nationally known prestige wateh 
manufacturer; state fall particu- 
lars; replies confidential. Address 


“A., 1730,” care J CK. 


(f'ontinued on page ZO00) 





(Continued from page i999) 


HELP WANTED.—4 ontinued 


NO jeweler im Maryiand community of 


elgnt thousand want competent man 

io estadliien business wonderful op 

portunity eno ocnation Civile eCiubsa 

and official! Wiil aseinat L1aares % 
' care J ¢ 


AL, MBM I ites } oe} nationaliv ad 
Yertinesdi lin ; jeweiry cispiays iti 


utheri alifornia, Texas. midweetern 


ienterni mutnernr fate fon com 


won Adare }? 169% care 


sc” (eit Agent fo i*niliadel 
phia Ika Washington and viein 
ity with rOoMowing in retati jewelry 
foresn 6 nz established maniufa 
turer of ' nand made noveitt 

r 


L\ddres ; j are J hy 


Al! MA southern 
etate finve stun jewelry mf ae 
ive expa. | ; Hiowing in hette 
tfores oniy ot rings, en 
rings pin Hox 6h 
lhiealseervics aL af ~“ Ew 


WATCHMAKER, permanent position for 
experienced mari miiat tye sober? well 
recommended -: finest working conditions 
leading #@tore in college town commis 
fion and salary lcrnet lewelel Mince 
1h94, Hunteville. Texa 


WATCHMAK II experienced five day 
week idea! working conditiona in 
Northern Ohio eity permanent job; 
atate age experience salary expected. 
in firet letter \ddress “K., 2165," care 
} «°K 


SBALEAMAN with a non-confileting line 
fo represent a jewelry manufacturer of 
wedding ring ete of the better kind 
a fant elling tine state territory and 
experience trictly commilssion basis 
Addres S.. 1716," eare J C-K 


TreWEILET and etter eombined with 10 
fol fries yeu} ekperience ia fini op 
portunity for a good mechantk Rive 
full information in firet letter, experi 
ences and married o7f mirierle Address 
ss 1714 care J (-K 


TrEWREHLIEEN Age 0 or over for a manu 
facturing pliant who cutri work ori 
piatinunm and gold a very fine oppor 
tunity for a capable man wive in 
formation in detail Address "'S 1713," 
care J ¢ 


NALEBRMAN eR LOTBILVE aie experience, 
travel, well known gold ring iine for 
retail jewelers $12,000 draw againet 
commisnsions territories with estal 
lished customers available resume. Ad 
dress "M 1606 care J CK 


WANTED by old established ators 
jewelry repair man preferabiy man 
able to do some watch and clock repal: 
ing amail city in northeastern New 
York State Address “A 1614," omr 
J Ok 


WATCHMAKER, experienced, all phase: 
watch repairing | muaet be highly skilled 
efficient and top notch: juniors please 
do not apply ; excellent opportunity, top 
wager permanent. Reply Colony Jewel 
ere, S956 Monroe Street, Toledo, Ohio 


SALESMEN, America’s finest beat 
known line of scarab jewelry, disc 
jewelry and money clips; Penna... 
New Jersey. New York, Ohio and 
Indiana; established accounts; draw- 
ing. Admark, 714 Sansom  St.. 
Phila. 6, Penna. 
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DIAMOND salesman, excellent oppor- 
tunity for man with good following 
to carry side line of loose diamonds 
for a competitive New York house; 
northwest and south; southwest ter- 
ritery open; good references essen- 


tial. Address “kh., 1705,” care J C-K. 


CREDIT store manager: must have 
complete knowledge of installment 
selling and collection; aleo be able 
to train and supervise personnel; 
give full details im first letter; store 
located in Indiana. Address “H.. 
1706.” eare J C-RK. 


MANUPACTURERS representative with 
following among retaliers wanted for 
popular priced sterling hollowware lin 
Openings: in midweat south soutnwest 
and mountain stats prefer man cove! 
ing one or two estat liberal cormnis 
ion. Address “E., 1699 care J ©C-K 


MANUPFACTURERS agent wanted start 
the year with a winner f‘alifornia 
Washington, Oregon i) and 14K manu 
facturers ring line to the retall trade 
enough active accounts to Keep you 
husy straight COMMission Adare 
i 1604 care J ('-K 


STAILE line of wateh bands direct from 


factory only men with estabiished 
following desired makes an excellent 
sideline for watch salesmen high com 
mimsion protected territory (‘romwell 
International, tIne., 800 Fifth Avenue 
Brooklyn 32, New York 


WATCHMAKER, we need you: make up 


to $7,500 per year with unlimited op 
portunity to reach the top in a {fast 
growing jewelry chain in the intermoun 
tain weet; immediate openings in sey 
eral cities; please furnish adequate ref 
erences, Address “M., 1762." care J C-K 


SALESMEN, territories available for 


top jewelry box line in America to 
be sold through jobbers; interested 
in man who handles additional line ; 
must have established reputation: 
when writing, give references and 
complete details. Address “‘A., 
1729.” care J C-K. 


WATCHMAKER and all around man 


wanted to take charge of top quality 
store in medium size town in West 
Virginia; excellent opportunity for 
right man; must be conscientious 
and willing; give all particulars in 
first letter; all replies confidential. 
Address “T., 1695,” care J C-K. 


OPPORTUNITY unlimited: we need you 


make in excess of $7,500 per year with 
opportunity to become @& manager in thi 
fastest growing jewelry ehain in the 
intermountain weet immediate open 
ings in several cities please furnish 
adequate references Address ‘I 
1761.’ care J C-K 


STORK manager, permanent position fr 


retail credit jewelry store; annual con 
tract and bonus; excellent earning: 

suburbea of Detroit: age 25 to 40. state 
history last 10 years, your earnings 
last year and salary desired replies 
strictiy confidential. Address “RK... 1747,’ 
eare J C-K 


SALIESMICN 


SALESMEN ; 


SALESMAN. for nationally known 
ring house; diamonds and colored 
stones, to succeed representative who 
has retired after 36 vears in territory 
of Illinois, Wisconsin, Minnesota, 
Missouri. lowa. ete.: drawing against 
commission; reply in confidence. 


VM. H. Shiman Co.. Inc... 48 W. 48th 
St... New York 36. \. Y. 


OPENING 
enced 
under 
tf : ; 
man preterres 
promotine 


adverti 


SILNION diamond man, we 
Most interesting bb opportunity 
thoroughly experie: d retail di 
Sa2iesman who must be over 40 
be capable of originating sale 
diing any vA: aie and specia 
alone W rite Mi Weelel Arti 

' ts lewel Vial =f 


PRRMANI!I 
tail credadi 
shopping 
mille fron 
TriiBS io} ana 
roughly « Kperi 
nity to prorre 
W rite or prone 
3721 Woodward 


EXPERIENCED salesman wanted, rep 
resent manufacturers and importers 
of top watch and stone ring lines. 
with a leading, aggressive, promo 
tionally minded organization; ready. 
developed territory in Chicago and 
Ilinois; all replies confidential; our 
men know of this ad. A. Hirsch Co.. 
Dept. JC, 22 W. Madison St., Chi 
cago 2, Illinois. 


feriing Siiver Nollowy 
good opportunity for the right 
contact department stores and 
territori« 
give compiete details of 
covered : all applications will be 
atrict contidence conimission 
Arrowemith Silver Corporatio 
West 22nd Street, Ne' York 
York 


ers several ehnows 


experienced to repre 
established manufacturer of unr 
bridal sets: lock sets, body ring 

in the midweet and the east residence 
in territory preferred to cali on jewe! 
ers, chain stores and jobber estab 
lished territory commission ba 
non-confiicting line okay write 2# 

full detaiis first letter confide 
Address > 17 o9, care J C-K 


BUYEK, as aseiet: 
for a successtTul | retatl 
chain in Detrol hicag Vieini 
perienced buye in rmotior 
merchandise generally, srried in 
jeweiry stores permanent 
cellent salary pilus bonus 
taila of experience past 
years, your earning AS ’ 
close photo repites onfidentia 
dress “RK 1748." care J C-K 
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WANTED ewelery store managet 
Na uts ng man to take complet 
hares of re adoing Approximate " 
piv UU a I must have full Know 
eage ! eweiry busines inciud 
ing buying ggressive elling, window 
disp ay re? Lions ind ha aiing per 

nme t) t lifetinne pport ty t 
perate Tie 1merica ree! i 
ane redit rr’ tore right : 
nT! | | : ood Lint | 
7 7 +} if : , 

[iis cle i a 
}t if 
‘ pi i} ’ ‘ ' 
: : rey i¢ 
nf Addr I 
} 
SALESMEN wanted, by an old estab- 


- 


7 
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lished and well known manufac- 
turer of a general line of diamond 
jewelry; a line which has been ae- 
cepted for the past 35 vears; | New 
York and New England territory; | 
middle west territory: this is a com- 
plete line and requires full atten- 
tion of established representative 
desiring to improve his position; 
substantial drawing account to right 
man. Address “W., 724,” care 


J C-h. 


ATCH SALESMEN experienced hav- 
ing called on fine jeweler with watch 
or kindred line; have superior qual- 
ity watch made in our own Swiss 
factory, distributed under unique 
plan accepted with enthusiasm by 
class jeweler; substantial drawing 
against liberal commission; oppor- 
tunity to grow with progressive ex- 
panding organization; replies con- 
fidential; our men aware of this ad. 


Address, “F., 115,"’ care J C-K. 
LVER aie¢smen, unusual opportunity 
for Ales representative who has follow 
ing with ewelry, liverWare and gift 
snops, for manufacturers line of ter 
ling Sliver serving pieces wollowware 
and english imports: we want only men 
for southeast Soutnwert and Paciti« 
(oast area for established account 
who are experienced in the silver field 
Mirioeti“ jovber department tore: ol 
retail jeweiry gift nop exceiient Sa 
ary and drawing against cormmisesior 
repiy giving full particulars, territories 

vered ana reference Ambassador 
‘ utiery Ms { ; ‘a —curh freee 
-GOWATK NCW lersey 
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Steres, Stocks and Businesses 

Phew ry rthnern Va 1* ae | 
Sia Ttie ; ’ ; ‘} Tt fpeeee ‘ 
Dp sif ‘ : | en ind = qa epu . 
' “? ; | Vout riti Li ! \ | 
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OWNER wishes to retire: offering 
credit jewelry store in the fastest 
growing city on the west coast of 


Florida; enjoving a successful busi- 
ness and a high reputation, Address 


“P., 1740.” care J C-K, 


WoO] bikvl ‘ ri lit 
je eit : hed il 
great } ‘ i 1 Lawre! ‘ ea 

; ry ‘ eT) ' 
i! a ‘ b | eae 
Addr j : } (+) 
MALL orret eweiry tore; fine oca 
tion in # h enustern ()! tock now 
W at approximately 3 U0 opportu 
nity for ‘a maker tfablianed 42 
population 4 yD erms. Address “S., 
“' are J (-} 
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WHOLESALE Jewelry business in Chi- 
cago; highly specialized lines; ex- 
cellent following with finest mid- 
west stores; 1955 earnings in excess 
of $25,000; purchase price = ex- 
tremely reasonable in comparison 


to income. Address, “D., 1767," 
eare J C-K. 
EWELEY tore heat a t! ' | sar 
Franc ise DUusin estat hed ears 
if ei | ‘ oOcatior ive eal ime with 
five year optior y rent: I dett a) 

iean erchandime brand nar vatch 
franchise neve! ffrered het ‘ rie 
one-mat re Adare ire 
} (°~K 


SSTABLISHED 1868; good lease; low 
rent; ideal location; good repair 
business: air conditioned; annual 
volume 875.000 to 8100.000>: cits 
of 50,000; draws from very 
rural area; owner wishes to retire; 
this is not for auctioneers sharp 
operations ; Tavlors Jewelry Store, 


11S Park Ave., Plainfield, N. J. 


large 
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erraved wedding rings complete rod 
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pe i order work fal repay work 
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j etting work 
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GORDON BROTHERS, oldest § and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 


ANTHONY J. GREGORY. 
6748 No. Ashland. Hr. 
cago 26, Iil, 


Auctioneer. 


-7303, Chi 


RAISE cash immediately through a 
dignified auction sale. Colmes & 
Brill, auctioneers and appraisers, 


45 W. 45th St.. New York: see our 
display ad page 179. 


COLMES 


CASH for 


PHINKING 





BROS... cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write 
Max Colmes, Room 333, 18 Tre 
mont St... Boston, Mase. 


vour regardless of 
amount; if vou really want to sell 
now and get the highest dollar write, 
wire or phone KR. A. Zanone & Co., 
81 Madison Bldg., Suite 7O01-2-3, 
Memphis, Tenn. Phone 5-06060. 


store, 


LMU tcl Imaaow 3 hls f sah price 
for completes foot ot urpius 
' iN wet mis ' ‘ erie it if 
" al LfTin and trmale 
efere ‘ Wi | nenard st ow 
} rh i pp! ; ' 
tA MT Eel, (7; AN ri its wi buy yout siif 
pius or e! ‘ toe and fixtures ! 
estates rer CARI miy jiireet outiet @« 
abies me to pays ou higher prices. bank 
and trade reference af the highest 
charactet W rite 1% Viaiden tLane 
vew York, Telephone HKector 22-0925 
AM ready to pay you cash, dollar 


for dollar, for your stock, providing 
vou have been an established cash 
jeweler for a period of years and 
enjoy a good reputation; I will take 
stock over as a going or going-out 
of-business; not interested in any 
credit stores; | have bought and sold 
over 100 stores in my 40 years of 
business; all correspondence held in 
strict confidence. Herman Kimmel, 


31 W. 47th St.. Suite 9Ol, New 
York, N. Y. 

vou need eash? Examine our 
guarantee sales method of obtain 


above $ for $ tor 


ing at least 10% 
after all sales 


your surplus stock, 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 


their thankful letters are in our 
files for vour inspection, Wire, 
write or telephone. Manny Silver 
man, of Silverman Sales Enter 
prises, 580 Fifth Ave., New York 
19, N. Y. Telephone PL 7-4694; 


See page 158 for additional details, 


closeout. 
our 


about a sale to 
liquidate, retire, raise cash; 
quality services have been used and 
endorsed by over 1500 retail jewel 
ers in the last 36 years; we are 
recommended by salesmen, whole 
salers and the top manufacturers in 
the trade: vou owe it to yourself 
and to your customers to investi 
gate our background and reputation 
before selecting a reliable firm; 
for particulars write, wire or phone 


Wilkon Sales Syvetem, 420 Madison 
Ave.. New York City. Telephone 
Plaza 88-2110; aleo, we buy stores 


for cash. 


(Continued on page £92) 








(Continued from page 291) 
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AMERICA’S foremost jewelry aue- 
tloneer; there is no substitute for 
experience; ours is a professional 
service by a professional jewelry 
auctioneer; we have no agents and 
you will get no fictitious promises; 
we can tell as closely as humanly 
possible what a stock will realize; 
we will advise whether, as frequent- 
ly is the case, a jeweler should sell 
his business outright in ite entirety 
and, if he desires, we can help him 
make such a sale; our professional 
service has been put to use for stores 
and situations as varied as: Steiner's 
Sutton, Nebraska, population 1,500; 
Feagans Company, with a $3,000,. 
000 inventory, of Los Angeles; a 
combination sale for six leading 
jewelers of St. Louis; Bunde & Up- 
meyer, Milwaukee; Ben Tipp, 
Seattle; Middleton's T.. eb hs 6 a 
Fla.; Geiger & Ament, Louisville, 
Kentucky; Thomas & Thomas. 
Colorado Springs, Colo.; to men- 
tion only a few of the hundreds o 
successful sales we have conducted; 
write for a list of sales that made 
auction history; consult us in confi- 
dence. Thomas J, Faussett, Howell, 
Michigan. 
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CABH for used watchmakers’ and jewel. 
ere tools, lathes, cleaning machines, 
Staking tools, ets Rn. FP. Gallien, 220 
W. Fifth St., Los Angeles 13. Calif 

ANTIQUE repeaters with moving figures 
on dial or back of case: marine chro- 
nometer with or without box: Patek 
Philippe watch, any size. Manna Broth- 
ers, 101 W. 44th Street, New York 19, 
NN. ¥ 

STERLING silver flatware and standard 
brand watches; immediate payment or 
exatimate by return mail: references 
Jewelers Hoard of Trade or Dun & 
Hradstreet. London Watch Co 5 W 


44th Street, New York City 


FINE, old, well organized cash retail 
jewelry store in midwest doing 
$200,000 or over; buyers presently 
operating own business established 
over 75 years, are interested in 
maintaining, expanding traditions 
and business reputation of owners. 
Address “T., 1701,” care J C-K. 


$88 WE pay cash for watches, dia- 
monds, silverware, rings and small 
appliances, any quantity, excess 
stocks, or complete stocks; also 
scrap gold, silver and platinum; 
check by return mail. References: 
Dun & UEradstreet, Inc., Houston 
National Bank. Leo Frank Jewelry 
Ca., 607-8-9 Chronicle Bldg., Hous- 


ton, Texas. 


202 


WE pay cash; send us your surplus 


jewelry stock; we will pay the 
highest possible cash dollar for dia- 
monds, watches, silverware, serap 


gold, or any other jewelry; acknowl- 
edgment of your shipment same 
day by phone; our check to you 
within 24 hours. BR. A. Zanone Co., 
Bl Madison Blidg., Suite 701-2-3, 
Memphis, Tenn. References: Union 
Planters Bank, Memphis, Tenn. 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled serap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s, Dept. K, 
108 Beale Ave., Memphis, Tenn. 


ATTENTION jewelers read this; why 
1 can pay more for your surplus 
old jewelry, diamonds, rings, old 
gold, silver, stick pins, antiques, 
odd stones precious or semi-preci- 
ous or aaahiien you have around 
your store; I have a retail store, and 
manufacturing shop and have a 
good outlet for same here; will ad- 
vise you by phone or letter same 
day your shipment arrives how 
much your check will be; if not 
satisfied will return same prepaid; 
small or large quantities; transac- 
tions Pls wn references: Flor- 
ida National Bank, Jewelers Board 
of Trade, Dun & Bradstreet. Brom- 


ley’s, 486 First Avenue North 
(Bromley Building), St. Peters- 
burg, Fla. 


renee etanmenarematann 
Watch Work, etc., for 


the Trade 


QUALITY watch repairing is our spe- 
cialty; rated concerns find our ser- 
vice most satisfactory; we welcome 
your inquiries, Oscar Aron, 62 W. 
47th St.. New York, N. Y. 


COMPLICATED and plain watch repair 
ing: chronograph cleaning, $8; watches 
timed on Watchmaster, one week's ser- 
vice. Felder’s, 1173 52nd Bt., 
19, N. ¥. Gedney 6-5300 


Brooklyn 


BOSTON, Mase.; expert and guaranteed 
watch repairing ; ‘fatchmaster tested 
prompt service; prices on request; mall 
orders invited. David Migdal & Co., 
109-B Summer St., Tel. Hu 2-9647 


EXPERT watch repairing; cleaning — 
$1.50, cleaning balance staff-—§2.26, 
cleaning main epring--—$2.00; ali work 
guaranteed; one week's service. Preci- 
sion Watch Repair Company, 817 Sixth 
Avenue, New York 1, N. ¥ 
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Special Order Work and 


Repairs for the Trade 
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SATISFIED 
boom sales 
expert work 
Martin Davidow, 721 
202, Phila., Pa 


jewelry repair customers 
increase yours through our 
done at reasonable prices 
Sansom S8t., Suite 


ENCRUSTING, engraving, drilling; pre- 
cious, semi-precious stones furnished and 


cut: fraternal emblems encrusted ; seals 
engraved ; special orders. Harry Braun- 
feild. 108 Fulton St., New York City 


sce ona rman mera mat 
To Let 


Geeeetcetandltteectienaseeseass ——— 





36th Street, 11 West, completely renovated 
building ideal for showrooms; com- 
plete floors available. M. Kunken, WI 


ef f 


eer semanas a met 
Miscellaneous 
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WATCHMAKERS JOURNAL contains 
valuable information for watchmakers 
and students $1 year; sample copy 
20¢. Dean Co., Box 3218-K, Daytona 
Reach, Fla 

few Jersey, New York City, — 

« State and New England area: WE h 
commission : supply refer- sale 

d experience: confidential. D. liber 

20., 106 Fulton St... New York info 
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© A countin ol the lrequemn y with which “kev” words 
appear in the contemporary press will certainly serve as 
a device tor historians to determine the mood of the 
people of our times, Such a tabulation conclusively 
indicates the publics prime interests (or concerns) dur 
ing any period, 

bor example, there were words which businessmen 
were using in daily conversation, only five years ago. 
which are today as little used in communication as are 
“dinosaur or “dodo”——such extinct words for example, 
as “ration and “quota, 

kven more recently we were accustomed to reading 
the word “inflation” with monotonous frequency, Yet. 
even though right now material and production costs are 
rising and the public's discretionary surplus is at an all 
time high (with instalment credit still safely available). 
the word “inflation” rarely appears in our press. 

There is a good reason for this, Inflation is not pro- 
ceeding at an uncontrolled rate. 

lt is sale to say that in today's market it would be 
easier for a producer to “price himself out of a market” 
than at any time during the past fifteen years. 

General bklectric may have had this present market 
situation in sight when it cut prices on its small appli- 
ances up to 50 per cent. It may have recognized any 
number of indicators on the mood of the people to sug- 
gest the wisdom of lowering prices and selling more, 
rather than charging higher prices and getting a smaller 
share of a highly competitive market. 

‘The re is a lot of food here for the thought of the retail 
lewelet 

More and more, we are told by jewelers that their 
total dollar volume has held up or increased——but only 
as a result of a greater number of transactions, 

This trend will probably continue and with it the neces. 
sity for the retailer to increase his store trafhic gn orde: 
to keep his unit sales costs within practical limits. This 
calls for more aggressive merchandising, heavier adver- 
tising-—and better sales performance by the people be. 
hind the counter, 

“But.” save the jeweler, “my net profit does not allow 
for any extension of my present allotments for such pur- 
poses, 

Perhaps that is true, But it is certainly true that this 
is not the only way for the jeweler to get better promo- 
tion, more advertising and better performance from his 


salespeople, 
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lor, the retailer is not alone in his interest in movine 
merchandise over his counter. kveryone connected with 
the manufacture and distribution of jewelry store prod 
ucts plans his every move in designing, selection of mate 
rial, production, pricing, packaging, display, promotion 
and advertising with an eye to the situation existing when 
his particular product is placed upon the retailers 
counter, 

How often we take for granted the built-in qualities of 
a product and thus fail to sell it as effectively as we 
might. 

How often we take for granted the merchandising and 
advertising power that has been put behind a nationally 
distributed product. How often we fail to tap in on the 
many and varied power lines set up by the manufactures 
and thus let this generated energy go to waste: or leave 
it to be utilized by a sharper competitor. 

It is there, without any increase in the percentage ol 
your promotional expenditures, that you have the means 
to get more people in your store, more power in your! 
window, more punch in your promotions and more push 
from your salespeople. 

For, again returning to the occurrence of certain 
words in the contemporary press, “automation.” “mech- 
anization.”’ and “self-service” are words not likely to be 
important in jewelry store operation for many years to 
come, And manufacturers know it. They respect those 
two feet of counter between the jeweler and his cus 
tomer as the most important two feet in the many miles 


And thes 


know the jeweler needs every bit of help they can pro 


involved in the distribution of their products. 


vide for him there. They invest big money to do just 
that. 

It is up to the jeweler to get his assigned share of that 
investment by using the power thus provided, 

All this is worth a heap of thought by any merchant 
who is interested in increasing his activity without In 
creasing his unit sales costs. In fact, it is worth a read 
ing of the series in this issue starting on page 00 

That is (again speaking of frequently occurring 
words) if the jeweler is interested in the frequency with 


which the we rd “profits” is asec iated with his business 


yoo ZB, : 
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iad _ 
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eo 
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How to grow prize-winning sales this spring! 





a -—- 
pring ~ylower 


IN WM. ROGERS & SON QUALITY SILVERPLATE 





52-PiECE SERVICE FOR 8B 


"3 o 


OPTIONAL 
Be. AT EXTRA 
sf cost 


TAA AAAR CHES! 





NEW SPRING FLOWER is a traltlic-and-sales natural on 


every count! 


First modern floral pattern in popular-priced silver 
plate 
Famous Wm. Rogers & Son name—best-Anown name 
in popular-priced lines 

>. Featuring the new hollow-ground knife blades with 
keen-cutting edges. First time in a popular-priced 


brand 


» 


+. A substantial extra profit opportunity you cant 


afford to miss. Ask your International representative 


Or Approved Wholesale Distributor for details! 





WM. ROGERS GSON 


Nlade by ‘The International Silver Company 
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LEADS THE WAY WITH THE 
BIGGEST SILVERWARE ADVERTISING CAMPAIGN 


EVER AIMED AT WOMEN! 


17,000,000 women in every walk of life will see Community 
advertising this spring. For a great new Community” silverplate 
campaign will appear month after month in magazines read 
primarily by women.,.magazines reaching every type of silverware 
prospect— brides, homemakers, girls with jobs, teen-agers, the 
replacement market. Yes, Community never underestimates the 
power of a woman! (After all. they re your best customers tor 
silverware!) In addition lo [wo-page spreads, full pages, full-color 
ads—the greatest sngle silverware advertisement ever attempted will 
appeal iii {pril Ladi ¢ Home Journal—the biggest women & 
magazine of them all! 


> 


wig ie a 
Community will appear in: * ang 


LADIES’ HOME JOURNAL «+ SEVENTEEN 
LIVING FOR YOUNG HOMEMAKERS 
BETTER HOMES AND GARDENS + CHARM 
WOMAN'S HOME COMPANION 
MADEMOISELLE - MODERN BRIDE 
BRIDE'S MAGAZINE + AMERICAN HOME 


See pages 57 to Ol for more sales news of Oneida 


ONEIDA LTD. SILVERSMITHS 





